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Last-Minute News from Editors... 


Drafting Equipment News, P.O. Box 3568, De- 
troit 3, Michigan, is a new magazine to begin 
publication in Jan., 1961. It will be mailed to 
17,000 architects, chief engineers and_ chief 
draftsmen. Original articles are wanted con- 
cerning drafting room practice and _prob- 
lems, written on a management level. Articles 
should run to two pages, including illustrations. 
Payment, $25 per page and up, according to con- 
tent. Raymond H. Dipple, Publisher and Editor. 
Launder-matic Age, 60 E. 42nd St., New York 17, 
needs currently, stories with pictures showing 
automatic laundries which have complete facili- 
ties for laundering and finishing—such as flat 
work ironers, shirt finishing and dry-cleaning 
equipment. 

Southern Lumber Journal & Building Material 
Dealer, P. O. Box 448, Jacksonville 1, Fla., is 
especially interested in articles, 700-800 words, 
on new or modernized retail lumber yards and 
stores in the South, with exterior and interior 
photos to illustrate. 

Nonmetallic Minerals Processing, 2728 Euclid 
Ave., Cleveland 15, Ohio, is a new magazine look- 
ing for features and articles to 2000 words on 
cement, lime, gypsum, lightweight aggregate and 
other heat-processed non-metallics; news items 
and photo stories. Please query first. Address 
Sidney Levine, Editor. 

Modern Retailer, 99 Chauncy St., Boston 11, is a 
new monthly publication, serving discount and 
self service department stores in all areas. Query 
Sidney Davis, Feature Editor. 

The Bicycle Journal, 606 S. Main St., Fort Worth 
2, Tex., will pay $25 for one photo and 500-word 
story on outstanding feature or features of suc- 
cessful bike shops—on advertising, on store pro- 
motion, building displays, shop operation, bike- 
riding promotion, store arrangement—or almost 
any single subject that will be of interest to the 
trade generally. 

Trained Men, International Correspondence 
Schools, Scranton 15, Penna., needs articles with 
photos or artwork (500-2000 words) on problems 
of personnel, employment, training, supervision of 
wrokers, office management, upgrading methods 
or other related subjects. Address G. F. Carpenter 
at the above address. 

The Beaver, Hudson’s Bay Company, Main St., 
Winnipeg, Manitoba, Canada wants to see 
illustrated shorts, up to 1500 words, of current 
interest. 

Spectrum, P. O. Box 535, Goleta, Calif., accepts 
standard realistic fiction, no science fiction or 
detective stories; per of any length; critical 
articles, preferably at least 10 pages; very oc- 
casionally, exceptional art work. New Editor, 
Kerry Gough. 

CHANGE OF ADDRESS 

newspaper, Box 114, New York 12 

The Reign of the Sacred Heart, Box 304, Cham- 
berlain, So. Dak. 
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American Roofer & Building Improvement Con- 

tractor, 315 W. Madison St., Chicago 6 is no 

market for general articles which could appear in 
any magazine with any type of audience. They do 
consider selling articles, but only how Joe Doaks, 

a roofing or home improvement contractor sold 

jobs. “We are getting too many freelance articles 

from scribes who slant articles by planting the 
words “roofing contractor” or home improvement 
contractor in a couple of paragraphs,” complains 

James McCawley, Editor, “and offer the same 

article to a plumbing magazine with similar 

change of identification.” See requirements in this 
month’s listing under “Building and Related 

Materials.” 

CANDY INDUSTRY and CONFECTIONERS 
OURNAL, 660 Madison Ave., New York 21, 
usiness magazine for the large scale candy manu- 

facturer. They are interested in editorial material 
describing the activities of such firms as Mars, 
Inc. (makers of Mars Bars, Snickers, etc.), Whit- 
man, Curtiss (makers of Baby Ruth), and other 
firms which selling the national market, but not 
in local candy stores, hobby canrdy makers, or 
other small retail candy producers such as “candy 
kitchens.” Features of 1,000 to 1,250 words 
on activities of large firms in the fields 
of production, packaging, (including packaging 
design), merchandising (including department 
store displays), financial stories, (including sales 
volume figures, profits, earnings), advertising cam- 
paigns in all media, and promotional methods 
used to increase the sale or distribution of candy 
are acceptable. In addition: Short news stories on 
promotions of candy executives, changes in per- 
sonnel, plant expansions, removals, mergers, fire 
damages (no robberies), proposed taxes on candy, 
objections to candy by dental groups, etc; News 
on births of candy executives’ children, marriages, 
vacations, and obits of important executives, and 
material about candy club meetings of salesmen, 
technicians, brokers, etc. 

CANDY INDUSTRY and CONFECTIONERS 

JOURNAL pays three cents a word for materials 

in print and $3 to $5 for each picture used. Pay- 

ment is made at the end of the menth in which 
the item is used. 

The National ENQUIRER, 655 Madison Ave., 

New York 21, one of America’s fastest growing 

weeklies, is looking for new writers who can turn 

out colorful, dramatic articles for mass audience. 

In line with its growth, they have boosted its 

rates to the highest level ever. Payment for top- 

notch articles running 1,500-2,000 words starts 
at $300 and there’s no ceiling! Features that war- 
rant more space may be run as a series, with 
payment starting at $300 per segment; again, 
there’s no top limit. Back-of-the-book articles 
bring $150 and up and shorts (up to 750 bapa 
start at $50. The ENQUIRER is looking for soli 

articles covering a wide range of subjects: reveal- 
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Prominent Writer Considers 

Palmer Training Finest 

“What | learned about magazine writina 
from Palmer Institute has been invaluable 
to me ever since. Naturally | am an en- 
thusiastic booster for the Staff and Course, 
which | consider the finest of its kind in 
existence,” Keith Monroe, widely 
known writer whose articles appear in Set- 
urdey Evening Post, Reader's 4 
Yorker, Good Housekeeping and other top- 
pay magazines. 


TO WRITERS WHO 
WANT TO EARN MORE 
THAN $6000 A YEAR 


FREE Book Tells How You Learn at 
Home to Write More Salable Material 


Magazine editors report they are desperate for good 
short stories. For instance: Good Housekeeping needs a 
much larger backlog; Cosmopolitan says not enough 
good stories being submitted. All say manuscripts sub- 
mitted by unknown writers are read hopefully. 

If you are not making sales, maybe it’s because you 
lack professional skill, and that’s where we come in. 
You see, our instruction is unique in that it is specially 
designed to train you for big-pay success—in all fields: 
stories, articles, TV scripts and all at one low cost. 


Earn While Learning At Home 
Many Palmer beginners earn while learning, receiving 
welcome checks for material that may be turned out 
quickly when you acquire the technique. Palmer train- 
ing is endorsed by other famous authors, such as Rupert 
Hughes, Katherine Newlin Burt and hundreds of success- 
ful graduates. 


$1400 from outdoor Life— 

“Sold an article on hunting to Outdoor Life for $400 
—that makes $1400 from them, plus two stories to The 
Trapper, and several to other men’s magazines. The time 
I spent on your course was the most valuable I ever 
spent.” Ray Beck, Knox, Pa. 


Graduate’s Sales Total $1220— 

“T’ve sold another story—to Intimate again, making 
three they have taken this year. The check will be for 
$165, bringing what I have made from writing so far up 
to $1220. Thanks for all your friendly help.”—Mrs. 
Anna Plantz, Delta, Colo. 


FREE Offer Shows How 


To learn more about your opportunities as a writer, 
and how Palmer Institute’s proven home-study training 
may help you, send for free typical lesson package and 
40-page book, “The Art of Writing Salable Stories,” 
which explains Palmer’s unique method of training for 
— pay in all fields. No obligation. No salesman 
will call. Send now before you forget! 


Palmer Institute of Authorship 
Accredited: National Home Study Council 


The Art. G-120 
of Writing 
Salable 


N. Desk 
Hollywood 28, Calif. . . . Since 1917 
Stories 
Palmer Institute of Authorship 
1680 N. Sycamore, Desk G-120 


MAIL COUPON OR POSTCARD TODAY 
we 
ne Hollywood 28, Ca 


Please mail me free typical lesson package and 40-page 
book, explaini how you help new writers get started 
and experi writers increase their income. 


Please print clearly 


Founded in 1916 rt 4 
a 
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Address 
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ing and provocative interviews with celebrities 
and personalities; true crime and authentic ad- 
venture tales: highly readable pieces on science 
and medicine based on facts from reputable 
rackets, swindles an food and drug violations that 
affect the health and pocketbook of a vast 
majority of readers, and other lively features of 
general interest that will appeal to a mass audi- 
ence. The editors are particularly on the lookout 
for “blockbusters,” exclusive features of excep- 
tional interest and impact, the kind that people 
talk about. “For this type of article we can out- 
bid any other publication,” says James Allan, 
Managing Editor. Reports on manuscripts are 
made within two weeks. Payment is upon ac- 
ceptance. Send manuscripts and requests for a 
prospectus outlining story requirements to James 
Allan Managing Editor,National ENQUIRER, 
ee em 12, 655 Madison Avenue, New York 
Stained Glass, 500 University Dr., Fairfax, Va. 
(Q-$1.25) J. G. Lloyd, Editor. Devoted to the 
craft of painted and stained glass. International 
circulation. Uses historical and current interest 
articles on stained glass up to 1500 to 2000 words. 
Pictures desirable. outlet for architects, 
artists, clergymen who write on church art. 
Payment in copies. Although published by the 
Stained Glass Association of America, it is not a 
trade publication in the strict sense of the word, 
About half the circulation is on a subscription 
basis with copies regularly going to libraries and 
craftsmen all over the worl 

Caravel, A Magazine of Verse, 1065 Runnymede 
St., E. Palo Alto, Calif., still pays 5c a line for 
verse and $5 for lead article of approx. 1000 
words, pace with some aspect 
poetry an e relation of poets to society. t 
to query editor, Ben Hagglund, on the lead 
article. Poetry for CARAVEL still must be people- 
and-places material, strong anthropological slant, 
shunning the strictly tourist viewpoint, and try- 
ing to see the world through the eyes of people 
pr Sn than American. The aim is to try to achieve 
understanding of other people, other cultures, and 
to express such aduwanding in poetry. A study 
of several issues of CARAVEL is strongly recom- 
mended. (25c copy) Payment is 5c a line. 
HAND IN HAND, Augsburg Publishing House, 
426 S. Fifth St., Minneapolis 15, Minn. Omar 
Bonderud, Editor. Weekly paper for children, 
throu grade 3, in The American Lutheran 
church. Uses stories, up to 800 words, with 
spiritual theme or church relationships; occasion- 
ally uses serials up to two or three parts. Uses 
articles, up to 800 words, about heroes of the 
faith, the church at work and worship, the Bible, 
missions, and modern examples of the Gospel at 
work in the lives of people. Prefers photos with 
articles, 5x7 or 8x10. Uses short poems, simple 
puzzles, things to do. Reports within three weeks. 
Buys first, second, or simultaneous rights. Pays 
on acceptance: a minimum of lc a word, more for 
short articles, poems, puzzles, and activities. 
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STEPS, Augsburg Publishing House, 426 S. Fifth 
St., Minneapolis 15, Minn. Omar Bonderud, 
Editor. Weekly paper for children, grades 4-6, in 
The American Lutheran Church. Uses stories, 

to 1200 words, with spiritual theme or ak 
relationship; occasionally uses serials up to two or 
three parts. Uses articles, up to 1000 words, about 
heroes of the faith, the church at work and wor- 
ship, the Bible, missions, modern examples of the 
Gospel at work in the lives of people, and re- 
ligious activities of the age group of the readers. 
Prefers photos with articles, 5x7 or 8x10. Uses 
short poems, simple puzzles, things to do. Re- 
ports within three weeks. Buys first, second, or 
simultaneous rights. Pays on acceptance: a mini- 
mum of lc a word, more for short articles, poems, 
puzzles, and activities. 

TENWAYS, Augsburg Publishing House, 426 S. 
Fifth St., Minneapolis 15, Minn. Omar Bonder- 
ud, Editor. Weekly paper for junior highs, grades 
7-9, in The American Lutheran Church. Uses 
short stories, up to 1800 words, with spiritual 
theme or church relationship; occasionally uses 
serials up to two or three parts. Uses articles, up 
to 1200 words, about heroes of the faith, the 
church at work and worship, the Bible, missions, 
modern examples of the Gospel at work in the 
lives of people, religious activities of junior highs, 
occupations, other religions and denominations, 
personal problems. Prefers photos with articles, 
5x7 or 8x10. Uses short ms, puzzles, quizzes. 
Reports within three weeks. Buy first, second, or 
simultaneous rights. Pays on acceptance: a mini- 
mum of lc a word, more for short articles, poems, 
and puzzles. 

ONE, Augsburg Publishing House, 426 S. Fifth 
St., Minneapolis 15, Minn. Charles Lutz, editor. 
Monthly magazine for youth (senior high and be- 
yond) in The American Lutheran Church. Uses 
short stories, up to 2500 words, that have a 
spiritual significance for youth. Christian theology 
should be evident. No serial fiction. Uses articles, 
up to 1800 words, on youth problems, church 
life, teen at work in the church etc. Likes to have 
5x7 or 8x10 photos submitted with articles. Buys 
small amount of short poetry, also puzzles and 
quizzes with a Christian education value. Reports 
in three weeks. Payment: on a tance; 142-2c 
a word for article and fiction; $2-5 for poetry; $5- 
10 for quizzes, puzzles, cartoons, photos. 


MANUSCRIPT: FINIS 
by Marie Davis 
I take my brain-child, wrapped with care 
To U.S.A. P.O.; 
Mail clerks allot it one bored stare 


And, off-hand, want to know, 
“Any writing in there?” 
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Discuss Your Book With Edward Uhian 
In Your Home Town 


Writers who want to meet with one of America's 
leading publishers to discuss their manuscripts or 
publishing probiems in frank, realistic terms can do 
so now! 


_ Edward Uhian, our president, will tour 72 cities 
within six months for re this purpose. Mr. Uhian, 
author of “The Rogue of Publishers’ Row” and 5 other 
books, offers you his 25 years of experience as pub- 
lisher, editor, writer and lecturer. 


Why You Should Act Now! 


®@ If you have a manuscript, completed or not, now is 
the time to find out what your chances are. Fill in the form 
on this page and mail it to Exposition Press and aah a |] — 
two free brochures: What Every Writer Should 
Can Publish Your Book. if you send in your path in 
advance, you will also receive a free copy of Edward Uhian’s 
dynamic Rogue of lishers’ Row, a book the Los 
Times called “The most important, revealing book 
publishing.” 


FROM EXPOSITION PRESS 


What Can Authors Expect? 


Some of the questions you can expect answered in a 
personal interview are: 

® Is your manuscript suitable for publication? 

@ What is the market potential for your book—whether 
it be biography, fiction, poetry, juvenile, history, philosophy, 
text, religious or how-to? 
unter low have similar books fared with us or in the book 
rade? 


@ What, in exact terms, can you expect in the way of 
editing, production, promotion, publicity, and advertising if 
your manuscript is accepted for publication? 


How To Make More Money 


Facts About Exposition Press 


veiin Here are a few items you should know about Exposition 
ess: 

oo In operation since 1936, Exposition Press has pub- 
lished over 3,000 authors. 

@ in 1959, Exposition Press was the 6th largest pub- 
lisher in number of books published with a record of 238 
books issued. A record! 

@ We lead ali subsidy publishers in paperback and 
hard-cover reprints, multiple editions and important sub- 
sidiary-rights sales. 

@ We maintain our own warehouses for prompt ship- 
ames and sales. 

® Exposition Press now has a California office, ware- 
— and retail bookstore at 9172 Sunset Boulevard in 
Hollywood. 


Good News For Exposition Authors 


Here are some of our fall achievements: 


®@ Reader’s Digest to reprint portion of Tadpoles 
and Unicorns. (Previously RD paid $1,000 for a reprint from 
Safer 

®@ Playboy Magazine, in its September issue, lists 
and displays Sports Car Rally Handbook on full color 


e. 

Ruth Stout's best-seller How to Have a Green 

Thumb nears its 8th trade edition. Discovered and pub- 

—  ogeeeemeagy Press in 1955. (Second book: Company 
oming 

® Doubleday published eens author Ruth Stout’s 
third book, A Woman’s World, tober. 

® Devin-Adair will publish. Ruth Stout’s fourth book 
in January, 1961. 

@ Walter Winchell gives a paragraph plug to In the 
Footsteps of Joan of Arc, starting with ‘‘recommended 
for night tabie.”’ 

@ TV Guide features Date With Del, interview with 
Rita —— discussing her book Marse Ned. 

@ Phoenix House of London, England, —— Ex- 
position book The Young Engineer in Septembe 

8 Division of Tentbestia, North Carolina State Board 
of Education, makes initial quantity purchase of Above the 


m. 
® Boston University adopts Failure of Success in 
summer curriculum. 
® 500-copy pre-publication order on The Adirondacks: 
American Playground. 


From Your Published Books! 


We have established a Special Services Department 
for authors who are their own publishers, or who feel 
that their pubiishers did not promote, distribute and 
sell their books on a conscientious, professional level. 

For example, we can re-issue or distribute your 
on sales of less than 100 copies per year. Our new ware- 
house, plus our promotion and distribution specializa- 
tion, enable us to republish and sell books long after 
other publishers give up. 

Our sales in the fields of paperback reprints, seriali- 
zation, foreign reprints, special hard-cover, educational 
and industrial adoptions, and subsidiary rights, as well 
as remainder sales, may help you cash in on further 
sales of your book. 

Write to our Special Services Department for in- 
— There is no fee or obligation. We share the 
proceeds 


Name-. 


Fill out form and mail to: Exposition Press, 386 Park Ave. So., New York 16, N. Y.* 


Address City Zone State 
1 WOULD LIKE Kind of Book 
1. To Meet with Edward Uhian O 
2. Free copy of “Rogue” 0 State of MS.,Complete O Incomplete 0 
3. Book publishing literature 0 
4. Special Services Information O Date of Expected Completion: 
K— *West Coast Office, 9172 Sunset Blvd., Hollywood 46, California 
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PERSONAL TRAINING 


can help You become a 


PROFESSIONAL WRITER 


For more than thirty-five years, our organization has 
trained writers for success in all types of creative 
— We can help you, too, for this is our only 
job. 


When you enroll with The Simplified Training 
Course, you get the personal help of Mr. Raffelock, 
one of the nation’s outstanding instructors, teacher of 
such well-known writers as Tom Duncan, Josephina 
Niggli, Phyllis Whitney, Al P. Nelson, Jean Lee La- 
tham, and many ot 


Compare with other courses! Note how much actual 
personal help we give you, the fact that our instruc- 
tors are at the school (not scores of miles away), the 
confidence you gain in knowing that this is the oldest 
school for home-study writers in America and that it 
is widely known for its integrity, dependability, and 
consistently effective professional training. 


Our new course, PRACTICAL MAGAZINE WRIT- 
ING, is the result of successful training of hundreds 
of writers. It is the only truly modern course based 
on the soundest principles of psychology and up-to- 
date teaching methods. Why settle for anything less 
when ns can get this stimulating, interesting, and 
sales-bringing training for as little or for less than 
most of courses? 


FREE 


SIMPLIFIED TRAINING COURSE 


1817 Gilpin St., Denver 18, Colo. 

Please send me, without age. your free book- 
let, “The Way Past the Editor,” showing me how to 
learn to write stories, articles, TV plays, and other 
salable scripts. 


ADDRESS 


Have you tried CIRENCESTER? 


An alive Canadian agency for authors every- 
where. Let us place your manuscripts—fic- 
tion, articles, plays, light verse. Reading fees 
$3.00 per 3000 words. Sales, ten percent; 
foreign fifteen. The RIGHT market may sell 
that rejected script! Criticism and revision if 
desired. 

CIRENCESTER LITERARY AGENCY 


2562 Portage Rd. S. 
Niagere Falls, Ontario, Canada 


WHAT 
READERS 
WRITE 


Brain-Storming Recommended. 


Thank you for “Cultivate Your Creativity” by 
Marjorie S. Pither in the Oct. issue of Author & 
Journalist. Mrs. Pither has, in my _ opinion, 
rendered valuable service to professional and to 
would-be writers. Her article conveys more prac- 
tical, down-to-earth common sense, in a systematic 
manner, than any I have read on the subject. 
There is strong reader involvement and reader 
interest through-out. Her style is charming and she 
presents her materials in a compact yet thoroughly 
complete manner. Please thank her for me. 


Some time ago, while listening to a talk on 
creative thinking, by Mr. James Richards, a train- 
ing specialist with the Georgia Division of Lock- 
heed Aircraft Corporation, I conceived the idea of 
a game of “solo-brainstorming.” I have played in 
often, with good results. Mrs. Pither has added 
magnitude and direction to that technique. 

Congratulations and best wishes to you for a 
splendid publication and for a successful continua- 
tion of your efforts. 


Julian M. Longley 
Atlanta, Ga. 


Editors, Can You Answer This? 


Dear Mr. Henrichs: 

Regarding your letter in August issue Author & 
Journalist: 

I have never seen a copy of your magazine and 
I have never submitted anything to you but: Have 
you ever tried submitting anything to magazines? 

You will find in magazine market lists, names, 
and addresses of magazines, and they tell therein 
what sort of material they want. You get a copy 
of their magazine, read it, study it, and write 
a story along lines they use. You find in their 
magazines stories not along the lines they said they 
wanted, and they turn your story down, too. 

Of course it’s silly to send something out not 
suitable—not like they said they wanted—but it is 
also silly to say they want one thing and then turn 
that down and publish anything but what they said 
they want—-BUT THEY DO IT RIGHT ALONG. 


Wonder if anyone else had such experiences. 


Calvin S. Bennette 
Salem, Ore. 
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NAME 
CITY and STATE ; 


Carolina Quarterly Invites Submissions. : 
LOZIER LITERARY AGENCY 


recognizes that your manuscript represents 
your time, labor and skill. Your book, your 
story or your teleplay will receive every 
consideration; if we think it is salable, we 
will submit it to the most appropriate mar- 
kets on a straight 10% commisson basis in 
event of a sale. 


The Carolina Quarterly continues to publish 
good writing by writers from all regions of the 
United States. To maintain consistent quality and 
selectivity the editors solicit writing directly from 
authors and from authors’ agents. I am writing to 
you to encourage you to submit writing by authors 
you represent. 


The audience of the Quarterly centers within 
the University of North Carolina and spreads to 
readers in over two hundred collegiate, public and 
private libraries around the country. Your writers 


will enjoy the selectivity and responsive reputation 
Evaluation fees: 


of the Carolina Quarterly. 


Many writers whose work has appeared in the 
Quarterly, in early maturity or late, will be re- 
cognized as still contributing to American writing, 
in magazines and collections: Doris Betts, Paul 
Green, Robert Sward, Jonathan Williams, Richard 
Eberhart, Kenneth Rexroth,. Several of these 
names have appeared in our most recent issues. 


To encourage contributors, we offer an annual 
fiction award for the best short fiction published, 
for $50.00, and two poetry awards of $25.00. When- 
ever our budget permits, we award prizes for ci- 
tical articles. Financed as we are, mainly by the 
university student body, we have not been able to 
encourage writers by direct payment. The present 
awards are our means of sustaining attraction and 
quality for writers. 


The present editorial policy for the magazine 
will indicate the possibilities for your authors. 
Writing must be both matured and serious in 
intent, but this embraces humorous, critical and 
serious work. We will take a witty satire, broad or 
vicious, if well-done. We definitely tend to stories 
with original and matured experimentation, 
whether this comes through the subject and char- 
acters of the story, or the method of presentation. 
But we will also consider the story with a new, 
intriguing twist to a familiar subject, or with a 
well-controlled familiar style. 


We do not publish stories of the type represent- 
ed in popular romantic slick magazines, nor the 
extreme type of collegiate romanticism represented 
in much writing in popular men’s magazines, We 
do not accept writing which simply imitates the 
style, subject or structure of acknowledged masters 
unless the subject is of original value and the style 
shows some competence. 

In short, we are interested in the young writer 
especially who is beginning to achieve maturity 
and control, or has it, and shows prospects of con- 
tinuing improvement, originality and strength. 


Richard Rickert, Editor 
The Carolina Quarterly 
P.O. Box 1117 

Chapel Hill, N. C. 


134-35 Cherry “Avenue 


Short shorts under 2,000 
Short stories over 2,000 words 


“We'll go all-out to help you sell your 
literary product.” 
Will Lozier 


LOZIER LITERARY AGENCY 
Flushing 55, N. Y. 


AUTHORS 


We have had FORTY YEARS experience in 
ublishing books by new and unknown authors. 
We can = you publish your book! Send in 
your typewritten manuscript (25,000 words and 
up) for a free reading. You can be sure of 
prompt and courteous attention, and, if published 
under our subsidy plan, your work will receive 
competent editorial treatment; able art work; 
punctual printing. Your book will be sent to 
national and neat newspapers for review; it will 
be catalogued and distributed through book deal- 
ers, and announcements will be sent to the 
author’s personal ‘mailing list. 


YES, WE DO PUBLISH POETRY. Our Series, 
Contemporary Poets of Dorrance, numbers over 
500 volumes published over four decades. 


We take pride in our reputation and our many 
years of experience in Book Publishing and our 
excellent list of authors whose works are to be 
found in schools, libraries, and homes all over 
this country and Canada. Write first if you prefer. 
DorrANCE & CompPANy 


PUBLISHERS SINCE 1920 


DEPT. A-J 
1715 Walnut St. 
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‘She Lighter Vein 


By DwicuT WILSson, Jr. 


“There's gold in them thar hills!” Over and 
over again you've heard the cry and followed the 
pointing finger. But you've been prospecting for 
“editorial gold” for months, or maybe even years— 
and you still haven’t hit paydirt. By now, you 
may be thinking that the cry was a fake, and 
you’re about ready to trade your pick and shovel 
(pen and typewriter) for a good drink at the 
corner saloon. 

That could be the answer. But before you do, 
try working another vein—the lighter vein. By 
this I mean light humor, and in this vein, alone, 
you'll find enough angles of approach to keep 
you busy for a lifetime. Since this is true, and we 
cant’ cover them all at one jump, let’s take up 
the angle of gag-writing. 

George Hartman, covered one side of this pic- 
ture in the May AUTHOR & JOURNALIST, 
when he took up the subject of cartooning and 
answered a number of very important questions— 
important to the gag-writer as well as the car- 
toonist, so if you want to write gags—go back and 
re-read it! 

This, very simply, is the situation. A gag-writer 
dreams up funny situations with captions (or gag 
lines) to fit, and submits them to any of the 
hundreds of cartoonists in business. If the car- 
toonist likes some of the gags, and they fit the 
markets he’s selling; he holds them for use. He 
then draws them up, and sends them to a suitable 
market. The editor (when he can quit laughing) 
writes the cartoonist a big, fat check for the 
cartoons, and you—as gag-writer—get a certain 
percentage of the check; usually 25%, but some- 
times higher. Sounds easy? Well, its not quite that 
simple, but thats the basic principle. You send 
the cartoonist gags; he draw them up; and when 
they sell, you get a check. 

If you're still with me, you can soon tell whether 
or not this field is for you. Do you have a quick, 
keen sense of humor? Do you enjoy cracking jokes 
and quips? Do you always read the cartoons in 
magazines? A “yes” answer to all the above is a 
fair indication that you can make the grade—if you 
will take the time to learn a few fundamentals. But 
remember this: you can learn the fundamentals, 
but you cant “learn” a sense of humor. Either you 
have it—or you don’t. 

Alright. We'll assume that you do have it. What 
next? You have your pick and shovel; you know 
where you want to use them; you know (you 
think) how to use them—so what else do you 
need? 

To start with, you need a large 
supply of 3x5 slips. You can buy these in pads at 
almost any five-and-ten store, and you should 
never—but never—submit gags on anything else. 
Most cartoonists use 3x5 files for storing the gag 


slips they hold, and if yours won’t fit, you’ve got 
two strikes against you before he even reads them— 
so why ask for trouble? 

Next you'll need a 3x5 file of your own for 
filing the carbons of the gags you send out—and 
always make carbons, it protects you as well as the 
cartoonist. If you don’t have a card file, and don’t 
want to invest in one; a shoe box will do the 
job. whichever you use, you'll also need some 3x5 
index fiile cards. These you use to keep your 
gags seperated according to category, cartoonist or 
number. The amount of filing you do is up to you, 
but you need at least two. One for OUT; one for 
IN; and a separate slot for HOLD. Later on, 
you'll also need one for SOLD, but that won’t be 
tomorrow—and maybe not even next week! 

For mailing gags, I use #9 and #10 long, white 
envelopes. The #9 can be used as the enclosure for 
returns, and it doesn’t have to be folded. You 
can get #10 stamped envelopes at the post office, 
which will save you time in licking stamps. Using 
these, you can send up to 20 gags on 3x5 slips, and a 
one page letter for a four-cent stamp. Never send 
more than 20 gags in a batch on your first submis- 
sion, and it’s usually better to send only 10 or 15. 
It’s easier for the cartoonist to judge your work, 
and it doesn’t tie up too many of your gags at 
one place. 

How To Write Gags 

First, you have to pick a subject that appeals 
to you—or else choose a cartoonist whose work you 
like, and slant your gags to suit his markets. Trial 
and error will show you which method works best 
for you. Say you’ve picked “Income Tax” as your 
subject. What funny about that? You've seen 
plenty of jokes on tax, but the problem is to come 
up with something different. for an example, here’s 
one of mine that sold: 

Dwight Wilson Jr. 

Box 206 

Swannanoa, N. C. 

Woman watching husband work on income 
tax forms. She says: 

“But it’s really simple, dear. We don’t have 

anything left—so we don’t owe any tax.” 
Analyze this one for yourself. Take it apart and 
twist it around until you know what makes it 
tick. What’s good about it? What’s bad? When 
you've done that, you'll have begun to absorb the 
“feel” of gag writing. 

All gags should be numbered consecutively. The 
easiest way is to start at 1, and go right on up to 
1,000—or 10,000, all depending on how prolific you 
are. The use of hyphenated numbers, or number- 
letter combinations is more trouble than it’s worth, 
and will be confusing to you, as well as the car- 
toonist—when it comes to keeping track of them. 
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Now, if you prefer to choose a cartoonist rather 
than a subject, you'll have to go to the magazines 
and study the work that’s appearing. When you 
find one whose work appeals to you, study his 
style, the type of situations he uses, and the kind 
of gag line. When you know all this thoroughly, 
sit down and dream up a batch of about 10 gags 
that seem ‘just right’ for him. Send them to him 
in care of the magazine where you saw his work. 
They will forward it for you, but don’t ask the 
editor for the cartoonist’s address—he won't give it. 
With the gags, include a brief letter giving your ex- 
perience and sales (if any-), and ask if he is cur- 
rently in need of gags. If so, ask him what kind 
he’s most in need of, how many he'd like in a 
batch, and how often he’d want submissions. One 
word of advice here: DON’T start at the top and 
work your way down. Most top cartoonists either 
do their own gags, or else have gag writers who 
have worked with them for years. And if you 
submit only to them, you'll get discouraged before 
you even have a chance to find out if you have 
what it takes. I made that mistake—and every other 
mistake in the book—before I learned the answers 
the hard way. 

The easiest way to get lined up with cartoonists 
is to subscribe to one or more of the cartoonist’s 
magazines. They list the ones who are in the 
market—and the kind of gags they need. This 
does at least half the job for you. Now all you have 
to do is too choose a cartoonist—either because he 
wants gags on a subject you can do, or because 
you’ve seen his work, and like his style. Now 
that you’ve picked a man@®get busy and write him 
a batch of gags. If you’ve studied the fundamentals 
carefully, and familiarized yourself with the way 
in which gags are written; you are now ready for 
the job of writing gags. 

From here on, it’s a matter of prospecting. You 
can submit to as many cartoonists as you like, but 
never send the same gag to two men at a time. 
If you do, and they both like it—you’re dead! The 
number of men you submit to depends on how 
much time you want to give to gag writing, but 
you should try several. Only by experimenting can 
you tell what type of gags you're best suited for, 
and what cartoonists you can work easily with. 

Don’t be discouraged if the first man returns all 
your gags. He may give you a reason and en- 
courage further submissions, or he may just say 
“none here for me.” But keep on trying. If you've 
mastered the art, and your gags are funny, you'll 
find a man who likes them. Another thing you'll 
find, is that cartoonists are among the nicest people 
in the world to work with. I know I'd never have 
made the grade without their help and encourage- 
ment, and if I ever write a book—I'll dedicate it 
to them! 

Now get your pick and shovel and start pros- 
pecting. The hills are full of that “editorial gold,” 
and some of it can be yours—if you keep digging. 
Maybe I'll even meet you there—and we can com- 
pare blisters! 
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Vance Halloway Agency 


announces the following novelization sales from forth- 
coming motion pictures to BADGER PAPERBACK BOOKS: 
THE COPPERS, A RUSHMORE PRODUCTIONS, BOY ON THE 
RUN, A GRASSCO PRODUCTION, 12 TO THE MOON, A 
LUNA PRODUCTION, HOLLYWOOD. 

PRESENT FEATURE MOTION PICTURE SALE: 
GRAVES TO CARTHY STUDIOS, HOLLYWOOD. 

PRESENT NEEDS, LIVE Y% HOUR TELEPLAYS, NOVELS, 
PLAYS, FEATURE SCREEN PLAY TREATMENTS, STORIES. 


VANCE HALLOWAY —New York — London — Hollywood 
Box 28, Pearblossom, California 


5 OPEN 


MAKE EXTRA MONEY WRITING! 


You can write fillers, photo stories, trade journal articles, a 
column, news features. Men and women of all ages are 
selling in their spare time. Why not you? Let us show you 
what editors want and how we train you for this work. Learn 
how to “write to sell.’ Send today for free illustrated folio 
and Mr. Cooke’s Bookkeeping System For Writers. 


NON-FICTION PRESS 


AWLS sells scri to editors everywhere 
From ‘“‘the land of cocoanut palms” 

To ‘‘the land of the Eiffel Tower” ; 
Also in the U.S.—let us sell them your script! 


LITERARY SeRvics 
21 East Van Buren St., Chicago 5, Illinois 
Christmas offer if you contact us NOW. 


Looking for a 


company 
Subjects Invited . . 
ox for our free, illustrated 4 

tte, for O-page book 


in Search of a Publisher. 
prectica ideas, it shows you, step-by-step, 
a 


our book can 
service. 
non-fiction, 


"fiction, 


Packed’ with 
your manuscript can be trencformes into 
beautiful volume. rite to: 


VANTAGE PRESS, Inc. 


Dept. BB-1, 120 W. 31 St., New York 1 
In California: 6253 Hollywood Bivd ., Hollywood, 28 


Dept. 28 

Western Office, Box 1008, Eastern Office, Box 221, 
Glendale, Calif. Irwin, Penna. 
Writers! 
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Lith: Brown & Company 


SOOO 


THE CURTIS PUBLISHING COMPANY 
INDEPENOENCE SQUARE 


BL 875 000-15 
SCOTT MEREDITH 
Loew's INCORPOR: ATED 


POCKET} BOOKS 
pos 


Seott Literery agency, Inc. 


ANDOM Toe 


MONARCH BOOKS. 


Com 
MEREDITH LITERARY AGENCY, 500.00 The sumof PSS concen ® MARIE, & 


litt BAVIS 


$ Scott 


HM H PUBLISHING CO. INC. 
PAY vo oF 
SCOTT MEREDITH 


CROWN PUBTISHERS 400 ‘ 
POPULAR LIBRARY INC. 


Phe Sum 300000500 crs 


SMLA makes over 6,000 sales yearly. Some typical checks for sales in various fields are shown above. 


SERVICE: !f your material is salable, we'll sell it to the best possible markets at best possible rates, 
and cover sale of additional rights throughout the world. If your material is unsalable as it stands but 
can be repaired, we'll give you detail-by-detail advice on how to repair it, so that you may, without 
additional charge, return it to us for sale. And if your material is completely unsalable, we'll tell you 
eA and give you specific advice on how to avoid those errors in future material. We report within two 
weeks. 

TERMS: PROFESSIONALS: If you are selling fiction or articles regularly to national magazines, or 
have sold a book to a major publisher within the past year, we’ll be happy to discuss handling your 
output on straight commission basis of 10% on all American sales, 15% on Canadian sales, and 
20% on British and other foreign sales. 

NEWCOMERS: As recompense for working with beginners or newer writers until you begin 
to earn your keep through sales, our fee, which should accompany material, is five dollars per script for 
scripts up to 5,000 words, one dollar per thousand words for additional thousands and final fraction 
(for example, seven dollars for a script of 6,895 words). $25 for books of all lengths up to 150,000 
words, $50 for books over 150,000 words; $5 for 15-minute television or radio scripts, $10 for half-hour 
scripts, $15 for one-hour scripts, $20 for hour-and-a-half scripts; information on stage, syndicate, 
and other types of material on request. A stamped, self-addressed envelope, please, with all manuscripts. 


Comment on Scott Meredith’s best-selling book, WRITING TO SELL: 
“... ‘Writing To Sell’ is an excellent book for anyone who wants to write ... it 
tells the ambitious writer what he ought to know today ...” —Gotham Life 


NEW, REVISED, AND ENLARGED EDITION JUST PUBLISHED 
Order YOUR copy from your local bookseller, or directly from the publishers, 
Harper and Brothers, 49 East 33rd Street, New York 16, New York. $3.95. 
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THE MARKET THAT WORKS WITH YOU 


By Davin RAFFELOCK 


Would you like an editor to help you make your 
articles acceptable to him? Confronted with mean- 
ingless rejection slips, many writers feel that 
editors are indifferent, even to the extent of pos- 
sibly cutting off a potential supply of contributors. 
They want to know why editors won’t work with 
them to their mutual advantage. 

One group of editors is an answer to the 
writer’s prayer. A recent survey we made at The 
National Writers Club of the most active buyers 
of trade-paper material revealed that one-third of 
the editors will work with writers, revising or re- 
writing copy so as to make it acceptable! In no 
other area are editors so willing to put themselves 
out to develop contributors, to start from scratch 
with an inexperienced writer and patiently guide 
him toward professional status. The survey brought 
out that 28 per cent of the editors are willing to 
work with any writer, neophite though he may be, 
and another 30 per cent are eager to work with any 
capable writer, though he may be inexperienced 
in this particular field. 

The situation is encouraging at a time when 
many authors are dismayed at the steady decline in 
markets. John Fischer, editor of Harper's, writes 
in the June issue of that magazine the mass-circu- 
lation magazines are slipping and that “there is no 
reason to believe they will ever recover their old 
place of dominance.” Writers, both the inexper- 
ienced and the pro, must look for new markets 
where magazines not only are holding their own 
‘but are growing in importance and stability. The 
business papers fulfill this requirement. A recent 
issue of Printers’ Ink reports that more money will 
be spent in improving the editorial product of 


David Raffelock, founder and president of the 
National Writers’ Club is well known to writers of 
America through his instructions in creative writ- 
ing, and books and articles on this subject; and 
his constant efforts touigpbrove writing conditions 
for writers. Mr. Rafelork is a free lance writer, 
columnist and former editor of A&]. 


business papers, “Virtually every business-paper 
publisher expects to be spending more money on 
his property next year... . Fully 95 per cent of 
the publishers reached in the study indicated that 
they also would be paying out better wages to 
more editoral personnel. And they'll be spending 
more money to get their stories.” 

An example is this report to The National 
Writers Club by David C. Lantz, editor of Allis 
Chalmers Reporter: “We have increased our pay 
rate considerably to encourage the participation 
of better writers.” His basic pay rate now is 10 
cents a word and $10 for each negative. 

Few business papers now pay the low minimum 
of one-cent a word; average pay is about two-cents 
a word, and an increasing number of magazines are 
paying on acceptance. Most promise prompt re- 
ports on submitted manuscripts. In this field, the 
writer often has the opportunity of writing about 
one subject from several angles and selling each 
article to non-competing publications. Even when 
the writer must stake all on a sale to a single maga- 
zine offering a potential market for a given script, 
it is easily possible for the serious writer to main- 
tain a steady supply of checks by widening his 
markets as he continues to gain experience. The 
editorial demand for competent writers is greater 
than the supply. 

Business papers have come of age and among 
each industry, trade, business and profession, the 
representative paper has become a necessity. Here 
no substitute is offered by TV, movies or radio. 
How to Become a Pro Business Paper Writer 

Anyone who can write clearly and plainly can 
become a successful businesspaper writer—provided 
he has the right attitude toward his job. 

Before saying, “Egad, a trade-paper writer I'll 
be,” consider these essentials and you will be able 
to determine if this kind of writing is for you: 

Ability to interview people. 

Judgement of what information is important to 
those in an industry or profession. 

Accessibility to you of industries and businesses 
that are newsworthy. 


Willingness to study publications for which you 
want to write. 

Ability to take or get photographs. 

Confidence that you can score well in each of 
the foregoing categories is your first and most im- 
portant step toward earning from $5,000 to $20,000 
a year as a full-time business-paper writer. The 
importance of the right attitude is underscored 
in a letter sent to me as a result of the NWC sur- 
vey; wrote Harold S. Larkin, editor of the Apparel 
Register Publications (25 various periodicals) : 

“We have never had much luck with rank-and- 
file business reporting. As noted in your question- 
naire, we find that the great majority of would-be 
business journalists do not have a sense of ‘feel’ of 
the business climate. 

“This is not to say that a writer must be expert 
in each merchandising category he attempts to 
cover. Rather it is that there are certain basics 
and fundamentals to proper business conduct and 
techniques. These facts must be an essential part 
of a situation coverage that will be read by busi- 
ness people who will have no patience with omis- 
sions. 

“To most freelancers, a business story is built 
up on the sheer flattery aspect . . . how well the 
business owner is regarded in the community.. . 
how much the customers enjoy patronizing the 
business . . . all frothy sweetness . . . no meat-and- 
potato facts. When a vital issue is touched upon, 
it is then dropped without further examination, 
exploration or explanation . . . to the utter frustra- 
tion of the man who buys the story. Result: cut, 
cut, cut . . . re-write. A solid story defies the editor 
to cut... hence much larger returns to the writer. 

“You will find that most business papers rewrite 
ALL the free-lance material they purchase. Not a 
question of publication policy . . . rather revulsion 
at the ‘sissy-ish’ handling of the material . . . often 
burying the essential element deep in the end of 
the article. 

“A good, really good business free-lancer is 
worth his weight in checks . . . because a solid, 
information-divulging story could be worth fifty 
letters to an editor . . . proof that his readers are 
interested .. . (and that his paper is read). This 
is not to say that no competent business writers 


exist . . . rather there aren’t many of them 
extant... Rebuttal . . . what’s the use? . . . Busi- 
ness paper is lousy . . . true. . . but any good 


writer can net $1,000-$3,000 annually to augment 
other earnings or subsidize other, more serious 
writing. The only writer who can’t afford to write 
for so-called low-pay business papers is the slow 
or inefficient gatherer of facts and writer of para- 
graphs. A good business paper writer should be 
able to get the story in the A. M. and knock it 
out in good style during the afternoon for a re- 
turn of $25-$50 for the days work. I know of 
very few editors who would turn down a really 
excellent story even if they did not order it. 

“In addition to lack of facts, second greatest 
weakness of most writers is lack of knowledge of 
publication needs. They don’t read the paper or 
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magazine . . . hence don’t know what the editor 
wants. They would never try this with a consumer 
magazine. However, with ‘business papers, they 
just write and pray. 

“Many free-lancers do write, asking for sample 
copies. This sometimes amounts to 100-200-300 re- 
quests a year and most publications find this too 
costly. On the other hand, prospective writers can- 
not subscribe to every business publication. Whats 
the answer? Many cities do have a division in 
local public libraries which regularly carries a 
variety of business papers.” 

“Lack of access to business papers, hence 
lack of familiarity with editorial wants and 
needs of specific market . . . this is the greatest 
problem of all to the writer who wants to sell. 

“Ignorance (the greatest foe in the technical 
field) is perpetuated by lack of access to, and 
familiarity with, specific needs of specific busi- 
ness publications. Any alert writer, perusing a 
publication for a few issues, would absorb the 
needs and editorial line, would be able to 
adjust his own abilities to the special needs. 
How to get all the papers in the hands of all 
the interested prospective writers without ex- 
orbitant demands of clerical time and cost of 
handling and mailing to publications?” 

When you have checked your qualifications, in- 
sofar as you can, and have decided to be a business- 
paper writer, either on a part- or full-time basis, 
be business-like and systematic: (1) Find a likely 
subject to write about: this may be a new store 
arrangement, a featured opening of a new business, 
an improved mehod of factory operation, a pro- 
fessional mans collection methods, etc. You may 
learn of this from a newspaper story, conversation 
observation. (2) Obtain a copy of a trade paper 
covering your subject and study it carefully. (3) 
Write the editor a query letter. 


How to Query an Editor 

The NWC survey shows that 60 per cent of all 
editors prefer a query before an article is sub- 
mitted. Robert Wentz, editor of Western Printing 
& Lithographer and of Printing Buyers News, 
offers this advice: “As a one-time freelance, this 
editor believes in good treatment for freelancers, 
including payment according to our budget, and 
within thirty days after acceptance of material. 
The greatest fault we find with writers who send 
unsolicited matter is, (1) they don’t take the 
trouble to query us first; we might save them a 
lot of time and trouble if they did; (2) they have 
obviously made only the most superficial attempt 
to determine our slant and needs. We'll always be 
glad to send a sample copy to anyone who will 
write to ask for it.” 

It is obvious that if you sent a query letter to 
Mr. Wentz that read something like this, ‘There 
is a big printing firm in this city that also prints 
a good many books. I'd like to write an article _ 
about how they built up this business if you'll tell 
me to go ahead,” you wouldn’t get an encour- 


aging response. 
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As one editor pointed out, a query letter may 
contain 50 or 500 words; what is said is what 
counts. A good query letter must indicate that you 
know something about your proposed subject that 
will be of value to others in the industry in helping 
them to produce more, to operate more economic- 
ally, to make more money, to venture into new 
though related fields. 

In the hypothetical query letter above, suppose 
a statement such as this was included: ‘The Peer- 
less Publishing Company of this city made an 
aggressive survey of local educators, professional 
men, and buisness leaders and a result obtained 
enough orders for book-publishing jobs to install 
new equipment and more than double its in- 
come.” This would indicate that the writer had a 
story to tell and had made at least a preliminary 
study. 

Important also in a query letter is the assur- 
ance that photographs are available. If the 
writer has had any materials published, a brief 
list of credits is valuable. 

A determined writer might add that he is 
desirous of becoming a regular contributor and 
in preparation is making a study of the industry 
covered by the magazine and the publication it- 
self. Business-paper editors are eagerly looking for 
intelligent writers, and any serious expression of 
willingness to train to meet requirements is met 
with a hearty response. 


Limitations of Business-paper Writing 

It is well to understand some of the unsatis- 
factory aspects of writing in this field in order to 
avoid disappointments or disillusionment, for as 
in every endeavor, all is not sweetness and light. 

Although editorial budgets are being increased 
there are still many publications that are under- 
staffed and/or operating on a restricted budget. 
This may mean that queries are not answered 
promptly or they may even be ignored entirely. 
In a few instances, even though editorial sug- 
gestions are followed and revisions made accord- 
ingly, the article will be rejected—possibly because 
something better has come in or the editor assigns 
the job to someone else. 

Payment on publication is the order of some 
magazines, and publication may be delayed months 
or even two or three years. Timely articles may 
languish on the editors desk until they have lost 
their news value. A writer may offer to cover an 
event or go after a story that requires him to incur 
some expense. Unless this is done on definite as- 
signment by the editor. the writer may be out of 
pocket if the article is not accepted. 

Some of these drawbacks are unavoidable, es- 
pecially by the new businesspaper writer, though 
others can be circumvented by a clear understand- 
ing ahead of time with the editor. The rewards, 
financially and in steady employment, greatly out- 
weigh the limitations, however. 


Editors Complaints Againt Writers 
Writing for business papers has been much more 
difficult, resulting in the closing of some markets, 


DeEceMBER, 1960 


because far too many writers are flooding editors 
with hopeless manuscripts. The National Writers 
Club survey brought out the following rating of 
professional standards: 
No. of Editors Complaint 
49 Poor coverage or preparation of 
material 
Submission of material totally un- 
suited 
Inaccuracy in names or facts 
Lack of dependability in filling an 
assignment 
Laziness or inability to understand 
instructions 
Miscellaneous other complaints. 


This growing seriousness brought about by 
indifferent writers is emphasized by Carl Swine- 
hart, editor of Feed Age, who wrote, “the establish- 
ment of better public relations between editors 
and writers appears to me to be an exceptionally 
worthwhile goal. Frankly, our relationship with 
freelance writers has not been too happy in the 
past because of the quite natural lack of under- 
standing as to the interests of feed manufacturers. 
In addition, we have had the experience of writing 
as many as seven explanatory letters to one com- 
paratively successful freelance writer to tell him 
what we needed and what was lacking in this 
submitted draft, only to have to reject his final 
manuscript.” 

Summing up some of the more flagrant faults 
in submitted material are these comments: “Too 
many ‘arm-chair’ stories that anyone could write 
without moving from his chair. Trade papers need 
names, places, facts,” Ernest T. Trotter, editor 
Printing Magazine, Paper and Paper Products. 
Although Nathon Cohen, executive editor of 
Boxoffice Magazine, The Modern Theatre, writes 
to contributors frequently on progress, or urges 
writers to speed up preparation, “thus showing 
our continued interest,” he nevertheless finds that 
many writers “fail to provide the trade slant to an 
article or they accept assignments and fail to come 
through.” All complaints can be summed up in the 
comment of D. R. Lindsay, editor of American 
Salesman, who declares that “Our problem is to 
find good freelancers.” 

Implicit in the foregoing letters from editors is 
a hope, sometimes forlorn, that writers will be 
more conscientious and responsive to editorial re- 
quirements. Out of the 130 magazines covered by 
the survey, 32 reported that they buy unsolicited 
material frequently; 69, occasionally, 24 rarely. 
Only two responded that they buy nothing from 
this source. 


You Can Write for Business Papers 

Any serious writer who wants to write for this 
market will find the opportunity to do so. He will 
find editors are willing to be patient with him, to 
revise or rewrite his material and pay for it, to 
give him special assignments as he gains in exper- 
ience. This is an almost unique area where the 
writer can earn as he learns. 
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Quite a few writers, men and women, make a 
good living from this kind of writing. Many more 
earn a fairly substantial amount as part-time busi- 
ness-paper writers. Even those who are more in- 
terested in writing fiction or other types of 
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THE WORLD IS FULL OF 


By ARTHUR S. GREEN 


Whenever I tell people about all the articles I 
write, I automatically get his great big question: 

“Where in the world do you get all your in- 
formation?” 

I return with a candid: “For which article?” 
Multiple Sources for Each Article 

Implied in my answer is the fact that there is no 
place to which I turn for all sources to all my 
articles. Nor do I rely solely upom one source for 
each article. And, if I ever listed all my specific 
sources to all my article, I Would certainly exasper- 
ate the attention span of the most interested and 
patient listener. 

To help you see both the forest and the trees, 
lets look at how I gather each type of information 
with sample sources of actual articles I see into 


print. 
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INFORMATION 


Materials at Hand 
The first and most obvious sources of my in- 
formation are from materials at hand. By this I 
mean materials which I make it my business as a 
writer to have close to me at all times. Besides tra- 
ditional reference books like a collegiate abridged 
and an unabridged dictionary and the latest 
WORLD ALMANAC, I stock a diversity of basic 
reference books in the many subject matter fields 
in which I write—education, adult guidance, home- 
making, popular science, travel ,etc. What's more, 
I have a huge file of back and current issues to 
magazines in these fields as well as stacks of mis- 
cellaneous publications which I receive in the 
mails. A good deal of this is free periodical 
material which comes to me by simply request- 
ing that my name be placed on various mailing 
AUTHOR & JOURNALIST 


lists. Because I write a considerable number of 
articles for home-owners, for instance, the editor 
of WORKBENCH recently asked me to do an 
article for him about selecting and maintaining 
pipe valves around the house. I wanted to find 
out the most popular ones nationwide first, so I 
turned to the most recent home construction list of 
GOVERNMENT PUBLICATIONS which I re- 
ceive from the Superintendent of Documents, 
Government Printing office, Washington 25, D.C., 
and obtained their PLUMBING MANUAL for 
forty cents. 


Sleuthing Through the Stacks 

The library is my second home. I simply don’t 
have the room nor the time nor the money to 
stock all the resource material I need. So the next 
best thing is my local public library. I’m fortu- 
nate in living in a city with such a gigantic one— 
The Chicago Public Library—but nine-tenths of my 
public library needs are adequately met at its 
small branch near my home. In the main, I use the 
popular reference materials there like THE 
READER'S GUIDE to tell me as quickly as pos- 
sible where I can find out what's already been said 
about the subject in which I’m writing. 

If I’m seeking strictly regional material outside 
of Chicago, I frequently write to public libraries 
in that region. In that case, I address my request 
to either “The Librarian” or “The Reference 
Librarian;” making my query and the reason for 
my query as clear as possible. 

Besides public libraries, I frequently need to use 
libraries of universities, museums, and other in- 
stitutions, big industrial concerns or businesses— 
even newspapers. I needed historical background 
material on Chicago’s famous Outer Drive express- 
way for an article in THE HIGHWAY MAGA- 
ZINE. I knew that THE CHICAGO TRIBUNE 
newspaper was instrumental in helping to create 
the expressway, so I queried the reference librarian 
there and she sent me a bibliography of her news- 
paper's articles on the subject. 

To visit and use specialized libraries like these, 
you usually need the head librarian’s permission. 
I usually preceed my visits with a query letter; 
asking for an appointment. In this way (a) I 
learn whether or not I am likely to find the inform- 
ation I am seeking, (b) I gain permission to use the 
Library, and (c) the Librarian has an opportunity 
to collect the material I need before I arrive. 

Most libraries—both public and private—have 
standard procedures for releasing material they 
own to writers. Their text or photographic duplica- 
tion fee is very modest: and their only usual stipula- 
tion is a courtesy credit line. 


First-Hand Experience 

The expression, “there's nothing like experience,” 
goes here. Several months ago, while writing an 
article about some famous living trees along 
Chicago’s north shore suburbs, I wanted to help 
the reader to accurately visualize the size of the 
trees because their size was important. I had a 
few photographs form local historical societies 
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along the way, but I needed the actual dimensions. 
So I simply grabbed my measuring tape and went 
out there and measured the trees. 

Last spring, I covered the National Restaurtant 
Show for TEA AND COFFEE TRADE 
JOURNAL. Adequate press release material by 
the coffee and tea trade exhibitors was available 
for me in the press room. But I knew that the 
magazine’s readership wanted more than simply 
who exhibited what. They wanted to be made to 
feel as if they actually attended the show as 
well as the reasoning behind the exhibits and their 
success. So after breezing by the press room, I 
spent a couple of hours trotting around the ex- 
hibits; talking to company representatives. What’s 
more, I got several bits of colorful human interest 
material that the press release literature never 
could have revealed. 


The Horse’s Mouth 

Whether it’s an article focused for general 
interest or the specialties, when a writer says some- 
thing significant, readers expect it to be backed up 
by authority. And, the bigger and closer the au- 
thority is to the reader, the better. I can’t possibly 
be an authority in every subject about which I 
write, but authorities enjoy the free publicity my 
writing gives them. It’s like a two-way street. So I 
go to authorities. 

When it comes to business or industry or big 
institutions, or organizations, I seldom directly con- 
tact the president or the “top man.” There are 
formal channels through which to go and I take 
them. I address my query to the “publicity direct- 
or” or “sales promotion manager” if it’s a business 
or industry. With institutions like museums or 
historical societies, it’s either the “secretary” or 
“director of information.” 

In calling or writing for information or re- 
questing a personal interview, I am very open. I 
describe the kind of information I’m seeking and 
why; if possible, naming the publication—even the 
issue date for which the editor intends it. What's 
more, if I live within reasonable traveling distance 
from the authority, I always conclude my query 
with a statement that I'd be happy to come down 
for a personal interview, suggesting time possi- 
bilities and listing my telephone number. 

In quoting authorities, there is a fine line as to 
what constitutes permission to write in an article 
and what doesn’t. I always stay on the safe side, 
however, making certain that what I say is true and 
jeopardizes no one. If the information for which 
I send for the expressed purpose in a certain 
article comes in the form of a signed letter or the 
material is accompanied by a cover letter, I con- 
sider it legal to use in my article. 

There are other formalties to quoting directly 
too. For instance, two years ago, while writing an 
article about Chicago’s Museum of Science and In- 
dustry, I wanted a statement from the Museum’s 
President, Major Lennox R. Lohr. So the 
Museum's publicity director simply asked me to 
write down what I'd like him to say in my article 
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and he'd clear it with him. Then too, if a consider- 
able amount of material is given to me in an oral 
interview, or if the material is highly technical or 
newsy. I always send the carbon copy of my com- 
plete manuscript to the authority for final clear- 
ance before it goes on deck before the editor. For 
example, last fall, I interviewed a midwestern 
merchandiser about his coming-up dealership 
clinic. The article was scheduled for publication a 
week after the clinic, so I had to get my material 
before the clinic. Two days before the clinic 
opened, I sent my manuscript to the firms manager 
and he made sixteen changes of fact due to 
changes in the program. 

Getting Together 

I often find myself interviewing authorities who 
themselves have a flair for writing or can use 
direct publicity through their own writing. Or 
when I cover an exceptionally controversial or 
technical subject, editors frequently stipulate that 
I share my byline with an authority as co-author 
with me. This is more often the case with subjects 
that hinge on the professions. For instance, lately, 
I have been working up a manuscript entitled 
“The Big Questions People Are Asking About 
Psychotherapy.” Of the five general interest maga- 
zines I queried, three were heartily interested in 
seeing it, provided, I shared the by-line with a 
pyschologist or psychiatrist. So if their collaborat- 
ing with me means enhancing the sale of my 
article or would actually make the article more 
appealing and authoritative, I collaborate. 

In sharing an article with an authority, I always 
acquaint him with the editorial requirements of 
the magazine for which we're writing, including 
length, slant, and due date. Besides adding his 
name to mine to the article, my partner is usually 
responsible for furnishing us with the bulk of the 
factual information, including anecdotes and 
opinions and carefully proof-reading our final 
draft. I, on the other hand, agree to write all the 
drafts and handle all editorial correspondence. 

The financial arrangements differ with each 
article, but they are always to our mutual benefit. 


Press and Publicity Releases 

This is the most-overlooked source of informa- 
tion for magazine article writers. Virtually every 
big or important activity—conventions, business, 
institutions, etc.—has readymade material for 
writers. If you need material about a convention, 
for instance, simply announce yourself and what 
you need and why at the press or information 
booth or room. If you don’t have a calling 
card or are not well-known to the publicity per- 
sonnel where you make your call or write your 
letter, showing a letter from an interested editor 
will do it. 

Then there is a legion of both press and publi- 
city material which is ‘yours for the asking by mail 
or telephone. For my recent article about paper 
bags in TIMBER TOPICS, for instance, I wrote 


for material to two captains of the trade. One 
sent me a fistful of material about their new 
revolutionary paper bag. The other: responded 
with a barrage of facts and figures about the entire 
industry. 

If an editor expresses a definite interest in a cer- 
tain article from you, most publicity directors will 
go out of their way to create just about anything 
you specify you need for your article. All they 
expect out of it at the most is the courtesy of a 
text or photo credit line. 


If You Need Photographs 

The world if full of pictures for your articles 
too; most of which are free simply for the asking. 
Last spring, I heard about President Eisenhower 
planting a tree in Washington; dedicating it partly 
because of record conservation efforts in 1957. I 
figured this would be an exciting short for a trade 
journal. So I sent a query letter to Presidential 
Press Secretary, Mr. Haggerty, and received: 


1. Three differently-posed 8x10 photographs with 
captions. 

2. Mimeographed literature about the tree. 

3. His personal letter to me with additional com- 
ments. 

I sold it immediatey to PARK MAINTENANCE. 

When I must pay for photographs, I sometimes 
submit my text first; telling the editor that I'll be 
happy to submit photographs if he’s definitely 
interested. Then, if he’s interested, I buy the 
photographs. To illustrate two articles I recently 
wrote, I had to have photographs created about _ 
the subjects in California. So I located a photo- 
grapher near my subjects and got his price. Then 
I sent the texts alone to WOMANS DAY; saying 
that I could arrange to illustrate them. WOMAN’S 
DAY accepted my texts and offered me a price; 
telling me to go ahead and create the photographs. 
All this without much risk. 

To get precisely what I need in my photographs 
and to cut down on my expenses, I frequengly 
create my own situations. There’s the feature 
article I wrote for MECHANIX ILLUSTRATED 
on maintaining home gutters. I needed a lead shot, 
so I dragged out the ladder to my own home, 
hoisted it up to the eave, climbed up to the 
top, and posed while my wife snapped the shutter. 
Or consider the article I just sold to WORK- 
BENCH on stopping pipe leaks. I set up model 
trouble-shooting situations by renting a gunny 
sack full of old pipes and fittings from a plumber. 
When I need children in my photographs, I use 
my own. When I need a home for background, 
I use mine. And so it goes with dozens of articles 
I've photographed. 


Conclusion 


And this adds up to one thing. It is simply: If I 
can write about so much in my world, then there 
is so much in your world from which to gather 
your material. 
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Fairchild Publications: 


Right for Free-lancers 


By RALPH FRIEDMAN 


Many a free-lance writing career has been 
launched by contributing to trade periodicals. 
Paradoxical as it may seem, it is probably easier 
to break in with Fairchild Publications, probably 
the most important chain in the business news 
field than most small publications. The smaller 
periodicals generally do not have very wide cov- 
erage and many contributors to such trade journals 
are persons in the same field. 

Fairchild Publications has more correspondents 
than does Time magazine; it has almost 40 
bureaus, in this nation, Canada, and abroad; all 
told, its roster of reporters numbers about 800. 
Still, there are cities and towns which are not 
covered, and in these cities there is a need for 
additional personnel. 

The chain, based in New York, publishes three 
daily papers-Womens Wear Daily, Daily News 
Record, and Home Furnishings Daily—and three 
weeklies: Supermarket News, Footwear News, and 
Electronics News. It also publishes Men’s Wear, a 
semi-monthly magazine, and late this year will 
commence publication of still another weekly 
paper, this one devoted to the metals industry. 

Women’s Wear Daily comes closer to being an 
all-around newspaper than any of the other Fair- 
child Publications. But, basically, it is interested in 
women’s wear, from costume jewelry to furs. 

Daily News Record is chiefly devoted to textile 
manufacturers and men’s apparel. It is the most 
expensive of the papers. 

All the other papers are self-explanatory. Each 
is considered the “bible” in its field. All have sub- 
stantial circulation: Women’s wear Daily ranks 
44th in circulation among all daily newspapers in 
the U.S. The enormous status the papers enjoy is 
illustrated by this one fact: during World War II, 
the publications had accredited war correspondents 
in both the European and Pacific theaters. 

The papers cover so much ground that it would 
be impossible, in a brief article, to detail their 
range. Financial reports, obituaries, changes of 
personnel, promotions, labor-management dis- 
putes, legal trials, the effect of weather on business, 
fires, earthquakes, burglaries, exterior and interior 
displays, social events, profiles of individuals and 
companies, sales gimmicks, mergers, inventions, 
bankruptcies, new products, styles and packaging— 
there is no end to the list. Suffice it to say, an 
imaginative reporter has all the leeway he needs. 

A few years ago, in Eugene, Oregon, a super- 
market rented two reindeer as display animals. 
(It was the Christmas season). One day the rein- 
deer burst out of their pen and dashed down the 
highway. Behind them trailed assistant store 
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managers, clerks, customers, and police. My wife 
did a facetious article on the chase and it made 
the front page of Supermarket News. 

The basic situation is the assignment, which cor- 
respondents receive from New York. Generally, 
three dollars is credited for an article—or informa- 
tion, as the case may be—on the assignment. 
(Checks are mailed once a month). In addition, 
if the copy is set in type, 35 cents an inch is paid— 
with the exception of Supermarket News, which 
pays 70 an inch. If a photo is requested, photo 
expenses are paid, and if a cut is made of the 
photo, another $5 is credited. (For some photos, 
$10 is paid). Higher rates are paid on acceptable 
wire copy. 

Although the assignment is, as stated, the 
cardinal chore of the space-rate correspondent 
(stringer), the enterprising reporter goes after 
much more, even on speculative basis. The stringer 
who uses the assignment only as an end in itself 
will never be very successful; the “professional- 
minded” correspondent regards the assignment as a 
paid opportunity to inquire into all kinds of busi- 
iness matters. 

How much a stringer can make varies, accord- 
ing to the correspondent, the time he has, and his 
town. I have made as much as $50 in one of many 
special issues—some which run up to 250 pages. 
Generally speaking, however, the competent 
correspondent, working only part-time (perhaps 
only a few hours a week) should average, for each 
month, about two dollars for every thousand 
persons in a city of 50,000 or less and about a 
dollar for every thousand persons in a city of more 
than 50,000. At least that is the way it seems 
to work out in the Pacific Northwest. 

There are a number of other advantages to 
stringing for Fairchild. Each correspondent re- 
ceives, gratis, all the papers—at present, 18 a week. 
The job provides a wonderful training ground in 
journalism, it opens up new worlds (experienced 
reporters doubling as stringers say they didn’t know 
their town until they started corresponding for 
Fairchild) , it is an education in business, and it 
opens ‘top-level” doors. “Inside” news, fron€ seats 
at fashion shows, invitations to meetings and con- 
ventions—the position is not without glamour. 

Moreover, probably no newspaper in the world 
is as free of advertiser pressure as are the Fair- 
child periodicals. The organization does not sup- 
press or slant news; it wants men and women of 
integrity; and if its reporters are right it will back 
them to the hilt. 

There is something else that is important. The 
organization makes every effort to promote from 
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within. Last year it opened two new bureaus, more 
will probably be opened this year and next year. 
(All bureau correspondents are salaried, at salaries 
equivalent to or surpassing the scale of experienced 
city paper reporters). 

In the summer of 1959, while stringing in Santa 
Monica for Fairchild (one of the several “accounts” 
I had as a free-lancer), I was asked to fill the 
job of bureau correspondent in Portland, Ore. 
Within a few months I was appointed bureau chief 
of the Pacific Northwest. 

Our Northwest bureau has stringers in Klamath 
Falls, Eugene, Salem, Corvallis, Portland and 
Pendleton, Oregon; Walla Walla, Yakima (two 
reporters there) , Spokane, Aberdeen, Olympia and 
Tacoma, Wash., and Lewiston, Idaho. (The Seattle 
bureau is independent and for tactical purposes 
Olympia and Tacoma are responsible to Seattle. 
The Seattle correspondent, Connie Patterson, an 
indefatigable worker, also came up from the free- 
lance ranks) . 

Most of the correspondents were appointed by 
me, and, having made a study of their competence 
and reliability, I have come to believe that the 
best kind of stringer falls into one of three cata- 
gories: 

1. A full-time free-lancer, such as Connie Patter- 
son and I were, who plugs away at whatever he 
can find. (This is a rare bird, indeed) . 

2. A working newspaperman who takes on the 
Fairchild account for extra money. Many very fine 
newsmen in the nation are also Fairchild stringers. 
In our territory, at least two of our stringers are 
prize-winning reporters. 

3. Mature women with working husbands and a 


small amount of detailed home responsibility, who 
haven't children to care for, who like to socialize, 
who have a zest for life, and who can use the “pin 
money.” 

Surprising as it may seem, some journalists have 
never heard of the papers. The publications were 
new to four of our Northwest correspondents, each 
of whom has been a reporter for at least 10 years. 

Some experienced newsmen are too set in pattern 
to want to tackle something new. And a number 
of fine reporters spend their off-work hours trying 
to crack the magazine field. 

There is, at the moment, as I have said, a post 
open in our Portland office. Soon, I think, we will 
need a man, too. Other posts in the region will 
open up. And in probably 50 communities in the 
nation there are openings, I would hazard to guess. 

For further information, write to: Miss Harriet 
Mackintosh, Director of Correspondents, Fair- 
child Publications, 7 East 12th St., New York 3, 

I want to say that this article is my own idea, 
is not “authorized,” and the company has no idea 
I have written it. Whatever the organization’s reac- 
tion, I will not personally profit—except for the 
modest sum for this article. (Paid by Author & 
Journalist, not Fairchild Publications). 

Having been a free-lance writer for ten years, 
and having met hundreds of men and women who 
want to break into free-lance writing, I suggest 
Fairchild as a possibility. For the individual who 
is not easily discouraged or rebuffed, who wants to 
see his stuff in print (with bylines, too), who is 
serious about journalism, and who can use the 
money—and who can’t?—I invite your attention. 


If you have a sincere desire to write and have had no experience, this 


article is for you 


HOW TO BECOME AN ARTICLE WRITER 


By Coro.LinE BECKNER 


For the average person who yearns to write, a 
good Writers’ Conference is a fine beginning. Sign 
up for the entire presentation, enter into the dis- 
cussions, formulate your own opinions, learn about 
all fields of writing. Poetry offers a discipline of 
words, the novel gives you the big picture, short 
story teaches the basic formula, article writing sug- 
gests the wide range open to the beginner, and 
the marketing lectures should stimulate you into 
action. If you have some old unsuccessful manu- 
scripts lying around, submit them to the directors 
for criticism. 

You would be exceptional if you knew how to 
write after exposure to the conference. Continue 
your study the rest of the year by taking night 
courses (most of us work in the daytime) im both 
short story and article writing. The modern article 
reads like fiction and you'll be interested in seeing 
how a story develops. Try your hand at juveniles, 
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too. They encourage the novice by giving him a 
chance to express himself in simple language. You 
may even find your initial efforts acceptable in this 
area. 

Meanwhile, read everything available in the 
library on how-to-write. Maybe you will be fortun- 
ate enough to find William Lederers book, Spare 
Time Article Writing for Money. Many of the 
how-to books will repeat the same advice over and 
over, but you need to have their phrases pounded 
into you. If you are serious about becoming a 
writer, the writing clues will have more meaning 
for you each time you read them. You will begin 
to understand how articles progress from outlines 
into attention-getting leads, explanatory middles, 
and satisfying conclusions. 

Subscribe to writers magazines (especially 
AUTHOR & JOURNALIST) and read how other 
beginners became professionals. Study the views of 


AUTHOR & JOURNALIST 


established authors who generously share their 
tricks of the trade. Acquaint yourself with editors’ 
current requirements. Keep the magazines handy 
as valuable reference sources. 

Search through the regular newsstand publica- 
tions and find the kind of articles you enjoy. 
Analyze why you like them. How did the author 
hold your interest? 

Somewhere along the line you'll discover what 
you want to write about. Sit down and write it. 
Send it out. Perhaps you are unable to see your 
own work objectively. Try putting a manuscript in 
the mailbox to sharpen your critical eye. As soon 
as those bloody words leave your hand, you'll re- 
cognize some of the changes you should have made. 

Make sure of the market your are writing for 
and you may occasionally get a letter of encour- 
agement instead of a straight rejection slip. It’s a 
small straw to hang onto, but its a straw. Incident- 
ally, don’t frown on the “little” magazines. The 
Satevepost and the Journal can come later. 

If, by now, you have written at least a dozen 
articles and sent them out at least a dozen times 
and get nothing in return, then it is time to sign 
up for a good article wirting course for credit. 
By working for credit, you will put forth the 
effort necessary to do all the assignments. It is a 
well known fact that writers need prodding. 

Be careful to choose an instructor whose train- 
ing, experience, and teaching you can believe in. 
Don’t take any other courses the same term. They 
will clutter your mind and your time. Remember, 
you are taking this course to teach you how to 
produce, so don’t abuse your chances. 

Talk over your difficulties in class but realize 
that an idea has to be written and mailed before it 
can be judged for payment. Write and re-write. 
Polish your work until its shine reflects in an 
editor's eye. 

Between writing periods, ruminate. It’s seldom 
true that words flow like wine. An idea has to be 
rolled around until its edges are smooth before it 
is worth putting on paper. 

Above all, don’t be discouraged. Dont be dis- 
couraged by relatives who accuse you of wasting 
time, friends who resent your refusal of invitations, 
editors who send you rejecticn slips. 

If you are willing to work hard, a time will 
come when the mail man will bring you a letter 
saying, “We can use your article . . .” 

How do I know this to be true? Because that’s 
the way it happened to me. I spent the two-year 
probationary period from Writers Conference to 
class-for-credit without publishing anything except 
four poems. Then, in the five-week article writ- 
ing course, I sold my first article—conceived, 
written, and accepted for publication within three 
weeks. By the end of the course I had sold another 
article. Two weeks later I sold two more. 

1 would be fortunate indeed if I could keep up 
this sales rate, but my greatest satisfaction is hav- 
ing the proof that persistence does pay off. 


DeceMBeER, 1960 


Sell In Three Months 
Or Money Back 


If You Can Write Correct English— 
You Can Write Juveniles . . . And 
Sell Within Three Months. 


| ask only one thing of my students—that they 
write to me once a week and follow instructions 
to the best of their ability. 


In past years | have sold some 3000-3500 
stories... articles... serials . . . series. Now 
I'm teaching it. 


Write for Terms and FREE pamphlet 
“Fundamentals of Juvenile Writing” 


ALSO CRITICISM AND 
COLLABORATION 


Juvenile Books Manuscript Criticism 
a Specialty 


Will Herman 
1726 West 25th St. Cleveland 13, Ohic 


YOU OWN THE BOOKS; Get 100% of 

Book Sales! Fair contracts, National 

Advertising. Cloth or paper, Offset or 
letterpress, 

AMERICAN’ POR POETRY, i, 

poems ne 4- ne 

2 s close Return Postage. CASH PRIZES. 
rite: 

ROYAL PUBLISHING COMPAN 

7918 Maxwell Ave. (30 Years Experience) 


$2000 


17, Texas 


SONGWRITERS!!!! 


A PUBLISHING HOUSE FOR AMATEURS 
SONGS PUBLISHED AND RECORDED 
FREE Music to Lyrics . . . FREE Lyric Course 
Amateur Songwriters Association 
1075 Boylston Street, Boston, Mass. 


BOOK PRINTING 


[A] new economical “gang run’ 
method now enables us to print 
your books and publications at 
lowest cost. Paperbacks or hard 
cloth covers. Highest quality 
work. From 250 copies up. 

WRITE FOR FREE CATALOG 


ADAMS PRINTERS 
30 W. WASHINGTON ST., DEPT. AJ, CHICAGO 2, ILL. 
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Business publications offer a steady market to 
a freelance writer who is a competent reporter and 
interviewer and who can supply good photographs. 


As the term indicates, business publications are 
edited to help men and women in specific occupa- 
tions become more efficient and consequently make 
more money. For the most part they have no 
place for articles that do not contribute to this 
end. 


The most popular type of article is the case 
history. It relates the experience of a man or 
woman in the industry or business with which the 
publication deals. The success factors—and the 
pitfalls—are explained so clearly that anyone in 
the field can carry out the basic plan. 


It is always desirable to query a business editor 
about an article. It saves time for him—and for 
the writer. Often the editor, if interested in the 
suggestion, will give the writer useful hints as to 
handling the subject. 

In querying it is wise not to call the publication 
a trade journal. This is an old and still common 


Agricultural Equipment 

Irrigation Dealer & Well Driller, 4710 N. 16th St., 
Phoenix, Ariz. (M-50) Illustrated factual feature 
articles about dealers and farm water well drillers who 
sell irrigation equipment; 50-3,000 words. Albert 
Harlings. News stories $2-$5, features $10-$15. Pub. 

Land Improvements, 4710 N. 16th St., Phoenix, 
Ariz. (M-50) Same requirements and payment as 
Irrigtion Farmer & Well Driller, except that material 
should deal with soil conservation contractors. 


Amusements 


Boxoffice, 825 Van Brunt Blvd., Kansas City 1, 
Mo. (W) National film weekiy with correspondents in 
principal cities covering news of motion picture in- 
dustry, theaters and their personnnel, legislation af- 
fecting motion pictures construction news, etc. Photo- 
graphically illustrated features dealing with various 
phases of theater management. Also articles on new 
theater construction, important remodeling jobs, con- 
cessions merchandising, theatre (drive-in) merchandis- 
ing efficient food preparation, etc. Invites inquiries on 
articles of this type. Nathan Cohen, Executive Editor. 


Pub. 

The Modern Theatre. 825 Van Brunt Blvd., Kansas 
City 24, Mo. (M) Articles to 2,000 words on theatre 
construction, with photos; remodeling projects, particu- 
larly when before and after photos are available; 
theatre concession merchandising, new theatre foods, 
etc.; safety, maintenance, and general operation 
of the physical side of motion picture theatre. Lois 
Thatcher, Managing Editor. 50c per column inch, but 
time and expense in obtaining material is taken into 
consideration. Payment on publication. 


Automotive, Bicycles, Etc. 

American Bicyclist, 461 Eighth Ave., New York 1. 
(M-35) All material is written by freelance writers, 
submitted on speculation. Quality book, enamel stock, 
liberal on photos. Sharp black and white prints 8x10 
or 5x7 acceptable; no transparencies. Stories sub- 
mitted without photos will not be considered. Length 
500-800 words for articles, or adequate caption data 


20 


Writing for Business Magazines 


MARKET LIST 


term. It is inapplicable, however, to most business 
publications. Some editors don’t particularly ob- 
ject to it, but others abhor it. One plays safe in 
avoiding it. 

No writers’ magazine has space to list the thou- 
sands of business applications. The following list 
is merely representative. A writer can learn of 
many others through contact with men in various 
businesses and industries. 

A considerable number of writers make writing 
for business journals a full-time profession. While 
rates generally are not high, an extensive clientele 
will combine to produce a good income. The 
writer who develops a reputation in this field tends 
also to be free of rejections. 

As usual in Author & Journalist market lists 
the data in parentheses indicate the frequency of 
publication and the single copy price; for ex- 
ample, (M-35) means published monthly at 35 
cents a copy. Acc. means payment on acceptance; 
Pub. payment on publication. 

Most listings contain the name of the individual 
to whom queries should be directed. 


for photo stories. Trade magazine, no fiction, no con- 
sumer material. Slant to repair shops and dealers in 
bicycles, motor scooter motor karts and hobby items. 
Typical story tells unique traiffic builder or merchan- 
dising idea used with success by some actual dealer. 
Also items under 100 words on shop hints for 
“Workbench’”’ page. Simple poster-like pin-ups also 
invited within strict limits: photo must include bike 
of American make, girl must be really pretty, should 
look like teenager despite pose and/or costume de- 
signed to appeal to bike mechanic, should convey 
association of bicycles to appeal of fresh good looks 
of American youth with reader-stopping impact. 
Costume should be severe decolete with short-shorts or 
else swim outfit or leotard. Rate 2c and $51-$15 
photos. Pub. Barton Hickman, Ed. 

Automotive Retailer, 75 Station St., Southport, 
Conn. (M) Easy-to-adapt retailing methods in home 
and auto supply stores unusual solutions to store 
problems. Stories must be about actual store operators 
— illustrating point of story. 2c, photos $5. Pub. 

uery. 

The Bicycle Journal, 606 S. Main St., Fort Worth 
2, Tex. (M-25) Success stories on bicycle stores, inter- 
views; Photos required. Also photos of displays, in- 
terior and exterior of bike stores, ‘leg art’’ models 
on American bikes (up to three photos of each model). 
Bill Quinn. 1 Y%-2c, photos $5 on bikes stories, $10 on 
models. Can use up to 3 poses of same model for 
$25. 

Brake and Front End Service, 11 S. Forge St., Akron 
4, Ohio. (M) Articles of interest to brake and wheel 
service shops, alignment specialists, ‘front-end’ 
operators. (Editorial covers brakes, wheels, springs, 
shock absorbers, steering, wheel alignment and bal- 
ancing, all ‘‘safety’’ services). ‘’How-tosell’’ articles— 
how shops promote the sale of their services—brake 
work, power brakes, shock absorbers, wheel align- 
ment, mufflers, etc. Good photos a “must.’’ Photo- 
sequence angle always good; step-by-step demonstra- 
tions of service, selling, advertising, bookkeeping, 
hiring-firing, personnel training, shop methods, etc. 
Hal Kullman, Managing Editor. 2c, photos $4. Acc. 
(within 30 days). Query. 


AUTHOR & JOURNALIST 


Commerical Cor Journal, 56th & Chestnut Sts., 
Phildodelohie 39, Pa. (M) Technical articles on truck 
and bus fleet management, maintenance, safety pro- 
grams. Working knowledge of field essential. $25- 
$75 on article; photos $7.50. Pub. or in advance if 
delayed. Query. Bart Rawson, Ed. 

Diesel Power. 80 Lincoln Ave., Stamford, Conn. 
(M-35) Articles on maintenance and new develop- 
ments in diesels and their uses in trucking, construc- 
tion equipment, municipal and public utility power 
generation, general industrial use, highway trans- 
portation, construction equipment and off-highway 
vehicles, pipelines and petroleum industry, agricul- 
tural, logging, mining, railroad. photos. Brian P. 
Emerson. $20 per page, accompanying photos $4.50. 

u 

Gas Station, Garage & Motor Car Dealer, 8217 
Beverly Bivd., Los Angeles 48, Calif. Brief articles 
about how garages and service stations in Western 
states built business; local success stories; usual signs. 
Aaron D. Viller. 1 Yav. Pub. Query. 

Modern Tire Dealer, 630 Third Ave., New York. 
(M-25) Success stories and small business manage- 
ment, promotions and merchandising articles about 
time, battery, and automotive accessory dealers and 
service stations with large volume TBA business. 
Photos. E. _ Zielasko. $25 a page including photos. 


Pub. Que 

350 W. 55th St., New York 19, (M-50) 
Articles “describing profitable ideas for automobile 
dealers and garages in selling new and used cars and 
in merchandising repair service and 6n management. 
Need 1,000 words pieces on selling tires, batteries 
and accessories (TBA). Photos. Cartoons. Edward Ford, 
Editor. Payment according to worth, photos $6. Acc. 


Query. 

Motor Age, 56h & Chestnut Sts., Philadelphia 39, 
Pa. (M) Automotive Service, merchandising, 
kinks, personalities. Photos. Cartoons. Frank P. Tighe, 
Editor. $35-$50 per article; photos $5-$10. Pub. 


ery. 

Rivers & Harbors, formerly Motorship, 80 Lincoln 
Ave., Stamford, Conn. (M-25 Operation of tugboats, 
towboats, barge lines, and towing companies; new 
construction, conversions. Photos required. Philip 
Reavis. $30 per published page, including photos. 
Pub. Query. 

Tire and TBA Review, 11 S. Forge St., Akron 4, 
Ohio. (M) Business methods of independent tire, 
battery, accesory dealers, independent oil jobbers, re- 
treaders, vulcanizers. Well-written articles with top- 
notch photos; photo-sequence articles. Photos of tire 
shops and tire men. William Witney, Managing 
Editor. 2c, photos $4. Acc. (within 30 days). Query. 


New York 


Beauty 
American Hairdresser, 16 W 46th St., 
36. (M-60) Ununsual beauty salon management and 
selling ideas, preferably in shops of four or fewer 


operators. No unsolicited material accepted. Clear 
with editor before submitting. Acc 


Beverages 

American Brewer, 33 Lyons Place, Mount Vernon, 
N. Y. (M-35) Articles on science of brewing and 
brewery management to 1,500 words. Particularly 
interested in technical and materials-handling articles 
specifically for breweries. News of brewing industry. 
a A. L. Castro. Articles $25 up. Pub. Query on 
articles. 


POETS AND WRITERS: 


200 6x9, 24-page Books beautifully 
printed, embossed hard paper covers, 
$88.00. Work guaranted. Fast service. 


No Cover Charge 


MERCHANTS PRESS 
P. O. Box 112 Taylor, Texas 


International Poets’ Shrine 
Henry Picola, Founder 
The names on the list are “eo tte by Framed Signed 
Letters, Poems, Art Work, and Photographs. Edwin 
Markham, Edna St. Vincent ml August Derleth, 
Stanton A. Coblentz and Robert Frost. 
SEND YOUR AUTOGRAPHED POEM TODAY 
966 East 25 St., Paterson 3, N. J. 


SONG POEMS and 
SONGS WANTED 


Mail to: 
Tin Pan Alley, Inc. 


Box 405, Radio City Station, New York 19, N. Y. 


WRITE FOR THE JUVENILES 
Begin at the inning and end selli The most 
its the market, cov- 
ering every of story and article writing for tots 
te. teens. the ing, currert procedure one 
whose wor ori ly in juveni - 
cations.) Not o how SHOW “HOW 

MARJORIE M. DAVIDSON 
P. 0. Box 104 Penne. 


LET A UNIVERSITY INSTRUCTOR 

EDIT YOUR WORK 

Complete analysis — editing of mss., with tips to 

$0 your future work, by an expert in this field; 

AF nd 1,000 words—$5 minimum. Query on books. 

return postage and fee. 
IRENE S. SARBEY, M.S.J. 
1865 Brookfield Dr. Akron 13, Ohio 


$20,000,000 


will be awarded Mis in honestly conducted 
vear to people like YOU prize CONTESTS! 


CONTEST 
shows you HOW to Win Your Share! 


SPECIAL TRIAL OFFER: 3 issues for $1 
Contest Magazine, Box 259A, Upland Indiana 


HAVE 


A PROFITABLE CAREER 


Learn how from the author of the prize-winning novel THE @ 

DEVIL'S HANDMAIDENS. Criticism $1 per M words will prove 

that I can help you in fiction, non-fiction, plays and poetry. ® ; eee ee by 
Reference: ‘‘WHO’S WHO OF AMERICAN WOMEN. Monthly ® 5—WRITERS: TRY — es! Pr 
courses. Boston and Wakefield classes. 3:00 


Mildred |. Reid, Writers’ Colony Contoocook, N. H. 
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Brewers Digest, 4049 W. Peterson Ave., Chicago 
46. (M-35) Articls on technical aspects of brewing, 
brewery management, advertising and distribution 
(also on wholesaler operations), but all must relate 
specifically to beer. Bernard Erf. 2c including photos. 
Pub. Query. 

Liquor Store, 17 E. 48th St., New York 22. Essen- 
tially a picture magazine showing how promotions, 
modernization, etc., pleased customers. Story should 
be told largely through captions—maximum of 1,200 
words of straight text. Frank Haring. 2c, photos $6 
up. Acc. Query. 

Southern Journal, 327 Avenue Alcazar, 
Carol Gables, Fla. Illustrated case history articles on 
retail liqour merchandising in Arkansas. Florida, 
Georgia, Kentucky, Louisiana, South Carolina, Ten- 
nessee, Texas. Most material is handled by appointed 
John Hiser. 1 Yec-3c, photos $3-$5. 

oc. 


Boats 
Boating Indutsry, 205 E. 42nd St., New York 
(13 times a yr.) Success stories of boat dealers, 1,000- 
2,000 words, with photos. News items of the in- 
dustry, 300-500. Charles A. Jones. 5c-8c. Pub. 


Bottling 
The American Soft Drink Journal, 316 Peachtree 
St., N. E., Atlanta 8, Ga. (M-50) Sales and merchan- 
dising in soft drink bottling operations—750-1,000 
photos. Willis Johnson. 1 Y2c; photos 


Building and Related Materia 

Air Conditioning, Heating & Refrigeration News, 
450 W. Fort St., Detroit, Mich. (W-20) Unusual 
applications of commercial and industrial refrigera- 
tion and commercial and residential air conditioning; 
dealer success stories. Phil B. Redeker. 6c published 
line; photos $5. Pub. Query. 

American Builder, 30 Church St., New York 7. 
(M-35) Articles on planning and construction of 
special interest to builders. Plans and photos of new 
houses. Joseph B. Mason. 

American Paint Journal, 2911 Washington Blivd., 
St. Louis 3, Mo. (W-i0) Articles on merchandising 
sales, new plants, plant layouts for the protective 
coatings industry, Photos. News. G. O. Stephenson. 
2c. Pub. Query. 

American Roofer & Building Improvement Con- 
tractor, 180 N. Wacker Dr., Chicago 6, III. (M-50) 
Articles 600-1,000 words on manufacture, sale, esti- 
mating, application of all products used in the 
industry—asphalt, coal tar pitch, asbestos, weed, 
metal, slate tile roofing and siding, plus such build- 
ing specialties as gutters, leaders, storm windows and 
doors, weatherstripping; also on men and women 
in the industry. Primarily interested in contractors— 
how they began and success attained. Fillers. Photos. 
News. No obituaries, clippings, or rehashed items. 
No “how to sell’—but “how they sold.” James 
McCawley. Ic, photos $2. Pub. 

Building Specialties, 425 Fourth Ave., New York 
16. (M-35) Articles, news, photos, about new build- 
ing products. Interviews with home improvement 
dealers; stories on selling door-to-door in home im- 
provement field (not building), 800-1,000 words. 
Must be specifically authorized by editor. Arnold 
Romney. 2c up, special stories $15 and $30 each, 
authorized interviews (800 words) with 2 photos $35, 
home improvement sales stories (no general sales 
stories) $15-$20. Sales “’idea’’ stories which develop 
idea or theory of some selling method, using an 
actual home improvement dealer as an example, 800 
words plus 4-6 photos, $50. Query on all articles. 

The Contractor, 230 W. 41st St., Herald Tribune 
Bidg., New York 36. (Semi-M) Directed to the top 
20% of employing contractors in plumbing, heating, 
air conditioning. News and features, written in tabloid 
news style, about contractors merchandising opera- 
tions, and management and P-H contractors 
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association activities. Clippings. Pictures. Seth 
Shepard, Editor. 3c up. Pub. Free guide for freelance 
correspondents available. 

Flooring, 45 W. 45th St., New York 36. (M-25) 
Merchandising and operating activities of firms that 
sell and install floor and wall coverings. Photos of 
showrooms and installations. Pincus W. Tell. 1Yec 
up. Acc. Photos $3. Pub. 

Home Improvement Topics, 11 S. Forge St. Akron 
4 Ohio. (M) Articles of interest to the home improve- 
ment contractor, building specialities and building 
supply dealer engaged in home improvement. Unusual 
articles on how a contractor or dealer has become 
successful; methods of promoting home improvement 
projects; sales aids used. Good photos a “‘must.’’ Not 
interested in articles about fly-by-night firms. Bill 
Freeman, Managing Editor. 2c, photos $4. Acc. (with- 
in 30 days). Query. 

Plastering Industries, 215 W. Harrison St., Seattle 
99, Wash. (M-25) Material about lathing and plaster- 
ing to appeal to professional craftsmen and contrac- 
tors. News. Photos. Cartoons. C. F. Clay. 25c-$1 
per published inch, photos $2-$5. Pub. ‘ 

Plumbing & Heating Business, 144 E. 44th St., 
New York 17. (M-50) Merchandising, how-to-do-it, 
business operations of plumbing-heating contractors 
(retailers). News of industry. Photos. 3c up, pictures 
$5 up. Pub. Query. 

Reeves Journal—Plumbing, Heating, Air Condi- 
tioning, 3665 S. Vermont Ave., Los Angeles 7, Calif. 
Covers 40 states, but essentially west of Mississippi 
River. Business methods and procedures by which 
master plumbers and heating contractors have im- 
proved business, to 1,000 words. No technical articles. 
Case history and definite example type of articles 
especially desirable. MSS. read about 15th of each 
month Glover Hendrickson. 1¥2c up, photos $3.50 
up. Acc. Query. 


Business, Finance 

Barrons National Business & Financial Weekly, 40 
New St., New York 4. (W-35) Financial and economic 
subjects of direct interest to investors, 800-1,200 
words. Robert B. Bleiberg. $100-$200 per article. 
Pub. Query. 

Commerce Magazine, 30 W. Monroe St. Chicago 
3. (M-35) Articles 1,000-3,000 words of interest to 
executives; new techniques for management or gen- 
eral background useful to management. Alan Sturdy. 
4c up. Ac. Query. 

Factory, 330 W. 42nd St., New York 36. (M-50) 
Articles to be by-lined by plant operating executives. 
photos. Lester R. Bittel $25 per page. Acc. x 

Forbes Magazine (of Business and Finance), 70 
Fifth Ave., New York 11. (Semi-M-35) Illustrated 
articles on finanical news of companies whose secur- 
ities are available on the major exchanges. Unusual 
financial slants on business. Informal, casual photos 
of presidents and chairmen and characteristic indus- 
trial activity. Byron D. Mack. $25-$100 per article. 
Pub. No freelance material being considered at this 
time. 

Good Business, Lee’s Summit, Mo. (M-15) Articles 
800-1,600 words emphasizing Christian principles in 
business; first-person stories especially desired. Fillers 
to 400. Poems to 20 lines on business themes. A very 
few photo of indutrial ‘subjects with business slant. 
James A. Decker. 2c up, poetry 25c¢ per line up, 
photos $6. Acc. Pamphlet of suggestions for writers 
available. 

Office Management and American Business, Geyer- 
McAllister Publications, 212 Fifth Ave., New York 10. 
(M-36) Articles, preferably signed by top executives, 
on management aspects of busi manage- 
ment “why” as well as “how to.’’ Case histories of 
new methods. Especially wants one-page features, with 
one picture or chart. Photos. Bob Smith. One-page 
features $25, 1,500-2,000 words $50 up. Pub., ex- 
cept when held over a month. 

Sales Management 630 Third Avenue, New York 


AUTHOR & JOURNALIST 


17. A magazine edited for the sales executive, de- 

signed to help him with advertising, manpower, distri- 

bution, incentive, compensation, and quota problems. 

Case history type articles. Authors are staff members 

a sales executives of companies. Philip Salisbury, 
itor. 

Today’s Secretary, 330 W. 42nd St., New York 36. 
(M) Fiction (dealing with office situations, not ro- 
mance) to 1,000 words. Articles about secretaries to 
important persons and about prominent persons who 
started their careers as secretaries. Mary Jollon. $20 


up. Acc. 
Ceramics 
Ceramic Age, 2728 Euclid Ave., Cleveland 15, 
Ohio. Features and technical articles to 2,000 words 
on all phases of the ceramic industries. News items. 
Photo stories. Wm. M. Branham. Query. 


Cleaning, Laundries 

The Guide, 316 Peachtree St., N.E., Atlanta, Ga. 
(M-50) Promotion, production systems, sales—laun- 
dry- dry-cleaning and commercial-power, quick, serv- 
ice, linen supply, diaper service establishments in the 

th; 1,200 words, six photos. News of new plants, 
remodeling, personnel. A few cartoons. S. R. Harman. 
1Yac up, photos $3.50 up. Pub. Query. 

Launder-matic Age, 60 E. 42nd St., New York 17. 
Material on operation of automatic (self-service) 
laundries, also combination automatic laundries and 
dry-cleaning establishments, and coin operated auto- 
matic laundries. Frank Thompson. | Y2c, photos $3. 


Pub. 
Clothing 

Apparel Register Publications, Inc., 99 Chauncy 
St., Boston 11, Mass. Publishes 30 newspapers en- 
titled Apparel Register, the specific names indicating 
region covered, as New England Apparel Register. 
Also publishers of Modern Retailer monthly, serving 
discount and self-service dept. stores. Query.) Covers 
all of the country east of the Mississippi, also 
California. Appeals primarily to stores handling 
women’s and children’s apparel, and seeks articles 
about 1,000 words based on interviews with retailers 
in these felds on merchandising, selling methods, ad- 
vertising, store layout, new stores, anniversary cele- 
brations, etc. No consumer-type fashion copy. Men’s 
wear copy acceptable from New York State, Phila- 
delphia area, Florida. Women’s wear copy acceptable 
from Pennsylvania, Missouri, Kansas, lowa, Arkansas, 
Texas, Minnesota. Harold S. Larkin, Editor; Sidney 
Davis, feature Editor. 1 Yas, photos $5 if original, $1 
if obtained from store. Acc. 

Boot & Shoe Recorder, 56th and Chestnut Sts., 
Philadelphia 39, Pa. (Semi-M) Merchandising methods 
of shoe stores, special promotions, ‘‘how’’ stories 500- 
1,000 words illustrated by photos. News about retail 
shoe people, shoe organizations, shoe manufacturing, 
and allied industries. John J. Railly. Query on articles; 
send news at once. 

Infants’ & Children’s Review, 111 Fourth Ave., 
New York 3. (M-50) Merchandising stories, particu- 
larly on good infants’ sections or little boys’ sections 
in department stores. Also stories on good specialty 
shops that are doing an outstanding job in promotion 
and other phases of retailing. No stories of low- 

ered, popular price stores. Dorothy Stote. $25 per page. 
$5 per photo. Acc. Query. 
Communications 

Audio, P.O. Box 629, Mineola, N. Y. (M-35) Tech- 
nical and semitechnical articles related to sound re- 
cording and C. G. McProud. 

28 per lished page. Pu 

154 W. 14th St., New York 11. 
(M-50) Articles on all branches of electronics, includ- 
ing radio, high fedelity, industrial servicing, 
servicing, radio and electronic construction, for repair 
technicians primarily—but written so as to interest 
experimenters, engineers and technicians in other 
fields and audio enthusiasts. Most urgent present 


DeEcEMBER, 1960 


TAKE the 


CORRESPONDENCE 


COURSE in COMIC ART 
WRITE TODAY for FREE TALENT TEST 
ond FREE 48-page CATALOG 
ThE SCHOOL OF COMIC ART 
2 LUWANMA CIRCLE, ST. AUGUSTINE, FLORIDA 


STAGE PLAYS 
| want stage plays for Broadway, Off-Broadway, 
and Amateur production. Evaluation fee: $10.00. 


WILL LOZIER 


134-35 Cherry Avenue Flushing 55, N. Y. 


MR. AND MRS. WRITER 
When every other source has failed to help you, try one 
who has sold and knows the elements of professional 
modern writing. | know how hard it is, what you lack 


and need regardiess of the stage you have reached. 
Write telling me about your hopes, aims. 
format typing, too. 

Disabled veteran — College graduate 


RAY N. MATHEWS 
Phone CU 9-3225 Philadelphia 24, Pa. 


Professional 


4830 Penn St., 


FRIENDLY, EXPERT HELP 


What every writer needs. 25 years satisfactory service; 
worldwide clientele. Modern methods. Editing, tt 
rewriting, retin’, instruction; books, 


Gon Francisco ‘i918 to 


2411 P Street, Sacramento, 


I'LL DO IT FOR YOU 


Sick of rejects! | have ghost-written millions of words of 
stories, articles, books for hundreds of satisfied clients. | 
may be able to help you see your name in print and make 

money on your raw material. Reasonable rates. Particulars 
FREE. Also Siant Chart & Best Pilot Formula. 


WILL HEIDEMAN 


91 N. Lake Triplet Dr. (Dept. A.) Casselberry, Florida 


MANUSCRIPT 


50¢ per Thousand Wor 
Minor corrections; comer copy and extra first and last sheets. 
MIMEOGRAPHING 
2c per eam. Minimum order — 100 pages of :. stencil. 
I! work guaranteed to be accurate and neat. 
27 Years Experience 
Helen M. Myers 
121 S. Potomac St. 


POEMS WANTED 


To Be Set To Music 
Send one or more of your best poems 
today for FREE EXAMINATION, Any 
Immediate Consideration. 
raph Records 


CROWN MUSIC CO., 49 W. 32 St., Studio 142, New York 1 


Waynesboro, Pa. 
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erly typed when ready. Free carbon on white paper. $1.75 a 
thousand word a Minimum $7 50. 
= 


need—construction articles, especially on electronic 
devices. Artcles on industrial electronics and servic- 
ing are also still in good demand. Preferred length, 
1,500-3,000, but shorter and longer articles occa- 
sionally accepted. Photos only with articles or good 
technically explanatory caps. Technical cartoons. 
Fred Shunaman. Rate varies according to quality of 
material. Acc. 

Telephone Engineer & Management, 7720 N. Sheri- 
dan Rd., Chicago 26. (Semi-M) Activities of tele- 
phone companies, personalities, new construction, 
rates, financing. Articles to 2,000 words and news. 
Good photos, John G. Reynolds Editor. In general, 
3c; good rates for articles; photos $5. Pub. Query on 
articles, not news. 


Pacific Drug Review, 1280 Columbus Ave., San 
Francisco, Calif. (M-35) Articles 1,000 words on drug 
store merchandising, management, display, layout 
and design. Photos. R. Y. Evans. 2c word. $3 for 
photos. Acc. Also publishers of Western Feed & Seed 
and Agrichemical West. 


ineeri 

Engineering News-Record, 330 W. 42nd St., New 
York 36. (W-35) Technical and business articles on 
engineering and construction topics. News. Photos. 
Magazine is largely staff-written. W. G. Bowman, 
Editor. $2 per column inch for material printed, 
photos $10. Acc. 

Highway Magazine, Middliestown, O. (M) Highway 
construction (including bridges); maintenance; beauti- 
fication; safety; highway material historic or unique. 
Photos essential. Occasional single photos. C. W. 
Tyler. 5c, including photos. Acc. 

Irrigation Engineering & Maintenance, 624 Gravier 
St., New Orelans 9, La. (M-25) Experiences of irriga- 
tion district managers, to 1,500 words; particularly 
wants illustrated features on irrigation equipment 
dealers. Bill Sarratt. From 2c. Pub. 

Plant Engineering, 308 E. James S., Barrington, 
Ill. (M-$1) Articles on maintenance procedures in 
industrial plants, unusual industrial construction pro- 
cedures, etc. 1-4 pp. Thomas E. Hanson, Editor. $30 
per printed page. Acc. Query. 

Power Engineering, 308 E James St., Barrington, 
Ill. Technical articles 500-1,000 dealing with me- 
chanical, electrical, and steam engineering. Photos. 
R. F. McCaw. Minimum $25 per printed page, but 
payment based largely on merit and technical content 
of article. Acc. Query. 


Feeds, Seeds, Fertilizers 

Commercial Fertilizer and Plant Food Industry, 75 
Third St., N.W., Atlanta 8, Ga. (M-20) Articles, 
News, photographs relating to chemical fertilizer mix- 
ing plants and their executive personnel. Clay W. 
Penick, Jr. Pub. Query. 

Feed Age, 520 N. Michigan Ave., Chicago 11. (M- 
25) Articles and news of interest to livestock and 
poultry feed manufacturers. Carl Swinehart, Editor. 
50c per column inch. Pub. 

The Feed Bag, 1712 W. St. Paul Ave., Milwaukee 
3, Wis. (M-25) Success stories on feed manufacturers 
and new feed mills, 1,000-1,500 words. Also com- 
prehensive articles on larger feed manufacturers, 
stressing methods and efficient use of equipment. 
Flow sheets, machinery layout diagrams. Can use 
materials from certain foreign countries. Send en- 
velope for complete requirements. Photos essential. 
Bruce W. Smith. $15 to 60, cover photos $7, cartoons 
four to eight a month $6. Pub. Query. prompt reports 
Want contributors who will contribute on regular 
monthly basis from small group rather than occa- 
sionaly from many writers. 

Feedstuffs, P.O. Box 67, Minneapolis 40, Minn. 
(W-20) Up to 3,000 words having to do with manu- 
facture and merchandisng of feeds. Spot news. Photos. 
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Trade-slanted cartoons. George L. Gates. 1 Yc up, 
phofos $3 up. Acc. 

Seed and Garden Merchandising, formerly Southern 
Seedsman, 624 Gravier St., New Orleans 12, La. Ex- 
perience of retail feed stores in merchandising of seeds 
and garden supply or related items. Must have strong 
angle. Photographs. Paul Keith. 1 Vac. 

ub. 


Firearms 

Shooting Goods Retailer, formerly Guns Mer- 
chandiser, 8150 Central Park Ave., Skokie, Ill. Arti- 
cles 1,500-3,000 words directed to gun dealers, giving 
tips on how to sell firearms, how to operate a fire- 
arms business, success stories of well-known firms— 
anything to help a dealer improve a gun business. E. 
B. Mann, Editor; William B. Edwards, Technical 
Editor. 5c, photos $5. Pub. Query. 


Fisheries 


The Fish Boat, 624 Gravier St., New Orleans 9, Lo. 
News, factual items, short articles on fishing boats 
and commercial fishermen at sea. M. Fox. 75c per 
column inch, pictures $3. 

Fishing Gazette, 461 Eighth Ave., New York 1. 
(M-35) Articles on commercial fishing activities, 500- 
1,000 words. Inquiries on articles or regular monthly 
news service are invited. C. E. Pellissier, Editor. 
Pub. Query on all articles before writing them. 

National Fisherman, combined with Maine Coast 
Fisherman, Camden, Maine, Russell W. Brace, Editor. 
(M-20) News and articles about activities of the com- 
mercial and boatbuilding industries on the Atlantic 
Coast, Gulf of Mexico and Pacific Coast. Features 
accepted. Photos $3 ea. Ic per word. Pub. Will buy 
features outright. No color in photos. No poetry. 
Interesting and information features our specialty. 

Pan American Fisherman, 106 W. Upas St., San 
Diego 3, Calif. Trade magazine of the commercial in- 
dustry from Alaska to Panama. Articles on all phases 
including boat building, navigation, research, fishing, 
canning and marketing. No biographical or personal- 
ity pieces. Photos that implement text should ac- 
company contributions. Best length 2,000 words or 
under. Robert K. Lawson, Editor. 

Seafood Merchandising, formerly Southern Fisher- 
man, 624 Gravier St., New Orleans 9, La. (M-35) 
News, factual items, short articles on commercial 
fishing, marketing and distribution of fisheries prod- 
ucts. | Yac-2¢ per word; from $4 per photo. Pub. 


Florists 

Telegraph Delivery Spirit, 292 S. La Cienega Bivd., 
Beverly Hills, Calif. (M-75) Publication for florists 
who belong to Telegraph Delivery Service (Teleflora). 
Fiction to 800 words. Articles to 700 words about 
subjects related to the ‘’Tell-It-With-Flowers-by-Wire”’ 
florist trade, preferably illustrated. Cartoons. Leo 
West, Editor. 1c cartoons $3, photos (accompanying 
articles) $2.50 to $25. Pub. Query. 


Food 


Bakers Digest, 4049 W. Peterson Ave., Chicago 30. 
(Bi-M-36) Articles on technical aspects of baking 
(all oroducts)—materials, methods, equipment, pack- 
aging. E. J. Pyler, Yac plus photos. Pub. 

Bakers Weekly, 71 Vanderbilt Ave., New York 17. 
(W-25) Articles pertaining to general baking field. 
News, photos, some cartoons. James Phelan, Manag- 
ing Editor. 50c per column inch. Pub. 

The Biscuit and Cracker Baker, 7] Vanderbilt Ave., 
New York 17, (M-50) articles pertaining to biscuit, 
cracker, pretzel, cone and snacks industry. News, 
Photos, Cartoons, Russ Obright, Editor. 50 per column 
inch. Pub. 

Candy Industry & Confectioners Journal, 660 Madi- 
son Ave., New York 21, Articles on large candy firms 


AUTHOR & JOURNALIST 


selling in the national market, with photos. Walter 
Kuzio, Managing Editor. 3c word for material in print. 
$3-$5 for photos used. Payments is made at end of 
month in which item is ae Query. Pub. 

Food formerly Meat and Food 
Merchandising, 105 S. * Ninth St, St. Louis 2, Mo. 
(M-25) Articles, accompanied by photos, on retail 
food stores. Shorts, i.e. photos with identifying cut- 
line copy. Cartoons. William Humberg. 8c, photos 


$3 up, cartoons $5. Acc. 

Freezer Provisioning, 25 S. Bemiston Ave., St. 
Louis 5, Mo. (M-35) Articles relating to frozen “food 
centers, locker plants, freezer provisioners, and food 
plan operations, explaining in detail how specific 
plants render service, build business volume, 
sell frozen foods—1,000-2,000 words. Can also use 
short articles of 200-400 words (with or without pic- 
tures) telling about merchandising, advertising, or 
operational idea of some specific locker plant. News. 
Albert A. Todoroff. 1 Yac; photos $3.50; cartoons $5. 
“=. Query on articles. 

Frozen Food Age, 366 Madison Ave., New York 
17. (M-65) Successful ,unusual retail merchandising 
or advertising of frozen foods, particularly by chain 
stores, 300-3,000 words. Copies of full or half page 
ads devoted exciusively to frozen foods. Photos. No 
food locker stories. Michael L. Edelson, Managing 
Edtor. 2c, photos $5. Pub. Query. 

Ice Cream Field, 23 W. 47th St., New York 36. 
(M-25) Production, merchandising, promotion articles 
about ice cream and related products, etc. News items 
about icecream manufacturers and their business. 
Alfred Feuer, Rates according to quality, photos $5. 
Acc. Query. 

Implant Food . 71 Vanderbilt Ave., 
New York 17. Articles pertaining to employee food 
service operation in business establishments, both 
manufacturing and non-manufacturing; hospitals, 
Military establishments, colleges and universities. 
William Raleigh, piee- Editor. News and photos. 50c 


per column inch. 

ten “39 E. Van Buren St., Chicago 5, 
Ill., (M-25) “case histories’ of meat packers’ or proces- 
sors experience with a new techniques or equipment; 
exceptional success stories, unusual methods in pack- 
ing, processing or packaging. Photos essential. H. L. 
Rothra, 2Yac. Pub. Query. 

The Tri-State Food Trade. Olympia Park Plaza, P.O. 
Box 448, McKeesport, Pa. News of the food business 
of interest to retailers in western Pennsylvania and 
nearby Ohio. West Virginia and Maryland. Richard J. 
Cook. No Payment except to appointed correspondents 
who will be paid at a fair rate. 


Glass 

Auto Gless Journal, 505 Marlboro Rd., Wood- 
Ridge, N. J. Articles and interviews on auto glass 
replacement shops, with emphasis on the success 
angle, to 1,000 words, with photos and negatives. 2c, 
photos $3. 50. Robert ‘J. Psolka. Acc. 

Glass Digest, 130 W. 57th St., New York 19. (M- 
20) News about flat glass, metal ‘and allied industries 
business—flat glass, store fronts, mirrors, auto glass 
windows (meal), glass doors, etc., curtain wall, 
spandrel construction. Notes about personalities and 
firms, glass rong and shop methods, practices 
in glass shops for short cuts and better ‘warehouse 
operations. Short articles on better business methods. 
News items about glass dealers, jobbers, contractors 
and fabricators. Material on manufacturing, selling, 
promotion, legal status. 2c, photos $3. Pub. 


Hardware 
Herdwore & Farm Equipment, 639 W. 39th St., 
Kansas City, Mo. (M-10) Merchandising and manage- 
ment articles on hardware and farm equipment op- 
erating procedures. Case histories of successful opera- 
tions of western Missouri and Kansas dealers only. 

L. L. Edge. 2c, pictures $3, Pub. 
Hardware & Housewares, 7300 N. Cicero, Lincoln- 
wood, Chicago 46. Short articles and pictures of in- 


DecemMsBer, 1960 


WAY Te TO $10 DAILY 
WRITING Fi 


Will Heideman’s new 1961 newly revised edition. No 
training or professional style and plotting technique needed 
Shows how to write humor, juvenile stories, household ti 
rewrites, etc. Complete with ——_- Over 225 markets, 
month of help to 1500 words of fillers if you order now. 

fiction courses and help available. Return this ad and $1.00 


y (0: ©. SLOAN, Publisher's Agent 


P.O. Box 1008, Dept. A Glendale, Colit. 


Kosemary Dean 


whose short stories, tA and book reviews are 
publishhed regularly on two continents, undetstands 
your problems; spots your weaknesses; gives you the 
heip every writer dreams about. 

One dollar a thousand words. $5 minimum. 
2291 Glenwood Dr. Winter Park, Florida 


GHOST WRITING 


My work has been published in the United States, Canada, 
Eng Scotiand, india ‘and in Braille. I'd like to help you, 
too. Tell me your needs and write for deta details. 

WILL LOZIER 
134-35 Cherry Avenue, Flushing 55, N. Y. 


NEED WE SAY MORE? 


| BEST BOOK CONTEST | | 
| $1600 Cash Awards | 


Mail coupon below for full details or 
| 


send manuscript for free eppraisal. 

Seth Richards, Publisher 

Pageont Press, Inc. 

101 Fifth Ave., New York 3, N. Y., Dept. AJ-12 

Please send me without cost or obligation your big illustrated 
Promoted 


FREE book, “How to Get Your Book Published, 
Distributed,”” and full details about your Best Book Contest. 


ing possibilities we will offer you a straight royalty, 


If we think your manuscript has unusual publish- | 
or will publish on a very reasonable subsidy. 
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A client writes: “You are the first agent—who ever did any- 

thing constructive for me. All others went off on a tangent 

with beoutiful theories, none of which were practical.” 

Novels, Short Stories, Articles, Plays, Television, and Radice 

Criticism — Guidance — Representation 

Reading fees: $5 to 5,000 words; over 5,000 words to 

40,000, $1 per 1,000. Novels and Plays $15. Return postage 

with each ms. Send self-addressed envelope, stamps for 

folder, “To the New Writer.” 

NEW YORK LITERARY AGENCY 

910 Riverside Drive New York 32, N. Y. 
| 

Mrs. 

| Inquiries confidential. We are subsidy publishers. 
= 


terest to hardware retailers and wholesaler. James E. 
McKelvey. Pub. if used immediately. 

Hardware Retailer, 964 N. Pennsylvania St., In- 
dianapolis 4, Ind. (M-15) Independent hardware store 
merchandising and management articles; shorts. Glen- 
don Hackney. 2c up; photos $3 up. Acc. 

Hardware World, 1355 Market St., San Francisco 
3, Calif. (M-50) Articles 200-1,000 words regarding 
retail hardware store operations in 13 Western states. 
Milton Albin. 2c, photos $3. Pub. Cartoon $5. Acc. 

Locksmith - 505 Marlboro Road, Wood- 
Ridge, N. J. (M-75) Interviews with locksmiths. Trade 
ee Robert J. Psolka. 2c, photos $3.50. Acc. 


Health and Sanitation 

Modern Sanitation and Building Maintenance, 855 
Avenue of the Americas, New York 1. (M-25) Illus- 
trated articles on industrial housekeeping and build- 
ing maintenance, plant or industry programs, efficient 
sanitation and maintenance eget for surroundings. 
Malcolmn Merritt, Jr. 3c. Pub. Que 

Pest Control, 1900 Euclid, Piovsiond 15, Ohio. 
(M-50) How-to-do-it articles on urban and industrial 
insect and rodent control techniques. Photos. James 
A. Nelson. 1 Yac. Acc. Query 

RN, 550 Kinderkamak Road, Oradell, J. (M) 
Outstanding articles in the nursing field. at verse 
and fillers in line with publications objectives. Query 
on articles. Payment on acceptance. Eleanor B. Dowl- 
ing, Executive Editor. 


Home Furnishings and Equipment 

Curtain and Drapery Department, 230 Fifth Ave., 
New York 1. (M-50) Authoritative business stories 
dealing with novel merchandising ideas that can be 
successfully applied by a curtain and drapery de- 
partment in a department store or by a curtain and 
drapery specialty shop; novel inventory systems, dis- 
play ideas, stock control, etc. Arthur Osterreicher, 2c, 
photos $5. Pub. Query. 

Juvenile Merchandising, 566 7th Ave., New York 
18. (M-35) Feature articles on juvenile furniture 
stores and departments. News of openings of stores, 
special promotions, good displays. Photos of stores 
covered in articles. Cartoons. N. — 2c photos 
$3.50-$5. Pub. Prompt reports. Que 

Summer & Casual Furniture. 114 i 32nd St., 

York 16. Feature articles on patio shops, summer omsd 
casual furniture departments. News of store openings, 
special promotions, good exterior and interior display 
photos. Photos of stores necessary with articles. Fred- 
erick S. Colwill. 2c, photos $350-$5. Pub. Prompt 
reports. Query. 

Wallpaper & Wall Coverings, formerly The Wall- 
paper Magazine, 114 £. 32nd St., New York 16. 
Features and informational articles to 1,000 words 
on all phases of wallpaper industry. Especially in- 
terested in merchandising articles—clever promo- 
tional ideas with appropriate pictures. News items and 
fillers to 100 words. Cartoons. Photos. Frederick E. 
Colwill 2c, pictures $3.50-$5. Pub. 

Western Furniture Manufacturing, 1516 Westwood 
Bivd., Los Angleles 24, Calif. How-to articles on up- 
holstered or case good furniture and bedding manu- 
facturing; news of trade in 11 Western states. No 
clippings accepted for payment. Mimi K. Phillips, 
Editor. 2c, photos $5. Pub. 


Hotels, Restaurants 
Drive-In Management, Davidson Publishing Com- 
pany, | E. First St., Duluth 2 Minn. (M-30) Articles 
on the business operations of drive-ins, including 
their take out services. Specific subjects wanted. 


Photos important. Cal Morken, Eidtor. 2c-3c, photos: 


$4-$7. Acc. Query 

Fast Food, 630 Third Ave., New York 17. (M-50) 
Articles on operation and management in fast food 
service field, plus good photos. Covers all types of 
outlets. Tell concisely how a restauranteur (1) pre- 
pares his food faster and/or (2) serves it more 
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quickly. Alon Olson. $25 a printed page (average 
story is 2 pages in book.) inn first. 

‘Hotel World Review & Hotel Management, 230 
Park Ave., New York 17. (M-40) Exclusive illustrated 
how-to article, 1,000-2,000 words, on hotel and high- 
class motor hotel (not motor court) operation with food 
— Walter O. Voegele. 2c-3c, photos $5. Acc. 

e 

Institutions Magazine, 1801 Prairie Ave., Chicago 
16. (M-50) articles on quantity feeding. and all 
aspects of the mass-housing and mass-feeding fields; 
covers hospitals, hotels, restaurants, motels, etc. Pic- 
torialized features. Use common-denominator ap- 
proach stressing ideas, benefits, — W. R. 
Hoelscher. $50 page an up. Pub. 

Volume Feeding Management, 505. E. 42nd St., 
New York 17. (M) Articles on volume feeding 
and sanitation and maintenance set-ups—restaurants, 
schools, hospitals, etc.—emphasizing food and menu 
ideas, equipment, personnel, and modern management 
technique. Pictorial approach. Jack Ghene. Acc. 

ry 


Industrial Relations 
Partners, The Magazine of Labor and Ma 
ment, 737 N. Michigan Ave., Chicago 11. (M-50) 
Fiction 500-700 words based strictly on industrial em- 
ployment situations. Articles 1,000-1,500 words em- 
phasizing need for harmony in industrial relations; 
illustrated features reporting successful enterprises 
in the American tradition. Maurice R. Franks. 2 Vac. 


Pub. 
Instiutional 

The American City, 470 Park Ave. South, New 
York 16. (Q-50) staff-written or by municipal offi- 
cials, engineers, and others directly connected. Arti- 
cles must describe new or improved ideas of interest 
to mayors or municipal department heads. William S. 
Foster. Query. 

Church Administration. 127 Ninth Ave., N. Nash- 
ville 3, Tenn. (M-50 per quarter) a New magazine 
containing How-to articles on the work of the general 
officers and staff of a church and on church leader- 
ship principles. Cartoons related to theme of maga- 
zine. Howard Foshee. 2c. Acc. 

Church Management, 2491 Lee Bivd., Cleveland 
Heights 18, Ohio. A monthly journal which goes to 
protestant ministers, church architects, church busi- 
ness managers and synagogue administrators. General 
articles, mostly of professional quality. There is little 
chance of amateur pictures dealing with church con- 
struction. William H. Leach, Editor. 1c-2c. Pub. 

Hospital Management. 105 W. Adams St., Chicago 
3. (M-20) Factual articles 800-2,000 words on all 
aspects of hospital management, with emphasis on 
professional rather than commercial. Verse. Cartoons. 
Photos. Charles U. Letourneau, M.D., Editorial Direc- 
tor. Pub. Query. 


Jewelry 

Jewelers’ Circular-Keystone, Chestnut & 56th Sts., 
Phildadelphia 39, Pa. (M-25) Illustrated articles on 
some timely, specific aspect of merchandising, ad- 
vertising, display, promotion, credit extension, or 
collections, based on experience of one or more 
well-rated “‘cash”’ or installment credit jewelers, with 
special emphasis on how-to angle, 1,200-1,500 words. 
Jewellers by-line preferred where approach warronts. 
Donald S. McNeil. 60c per inch; photos $3-$5. Pub. 


Merchandising 

Department Store Economist, Chestnut & 56th Sts., 
Philadelphia 39, Pa. (M-50) Articles relating to mer- 
chandising, management, maintenance, lighting, and 
climatic control of department stores. Acc. 

Display World, 407 Gilbert Ave., Cincinnati - 
Ohio. (M-40) Articles dealing solely with display, 
window and interior; store modernization; new stores 
of importance. Photos. Cartoons rarely. Paul T. 
Knapp. Pub. Query absolutely required. 


AUTHOR & JOURNALIST 


Electrical Merchandising Week, 330 W. 42nd St., 
New York 36. (M-50) Accepts both articles and news 
items. Articles should show specificaly how individual 
merchants sell electrical home appliances, radio, and 
TV. News items on distributor activities and important 
dealer news accepted. Pay $50-$100 for articles de- 
pending on length. Pays $1.90 per inch for news items 
accepted. Uses cartoons. All payments on acceptance. 
Ted Weber, Mng. Editor. 

Packaging, 575 Madison Ave., New York 
22, (M-75) design and functioning of packages and 
equipment from standpoint of user with emphasis on 
effect of packaging on costs and sales. Photos. Lloyd 
Stouffer. $30 per published pages, plus expenses. Pub. 
Query essential. 

Vend, the Magazine of Automatic Merchandising, 
188 W. Randolph St., Chicago 1, (M-35) How-to and 
timely articles, illustrated, concerning automatic mer- 
chandising (vending) industry — does not include 
amusement or music machines. Currently needs case 
history type stories describing how vending machines 
serve people on the job; “how-to” stories in the 
field of management methods. Cash control; em- 
ployee relations; handling complaints, etc. Unusual 
and interesting vending machines photos. G. R. 
Schreiber. 2c up, unusual photos $5. Pub. Query and 
request sample copy. 


Metals and Machinery 

Compressed Air Magazine, 942 Memorial Pkwy., 
Phillipsburg, N. J. (M-35) Descriptions and operations 
(contracting, industrial, raidroad, etc.) that use com- 
pressed air equipment. Picture and caption material 
for “‘Saving with Air Power’’ pages—novel air ap- 
plications, new twists ($15-$20 on acceptance). 
Photos. Cartoons. R. J. Nemmers. 2c-3¥ac wd., 
photos $3-$10. Pub. Cartoons $7.50. Acc. Query. 

The Iron Age, Chestnut & 56th Sts., hg: i 
39, Pa. (W-35) Technical articles on actual shop or 
plant experiences. News of the industry. Cartoons; 
submit roughts first. G. F. Sullivan. News and articles 
varying rates, photos $6. Pub. Cartoons $7.50. Acc. 

Nonmetallic Minerals Processing, 2728 Euclid Ave., 
Cleveland 15, Ohio Features and articles to 2,000 
wds. on cement, lime, gypsum, lightweight aggregate 
and other heat-processed nonmetallics. News items. 
Photo stories. Sidney Levine. Query 

Production, Box |, Birmingham, Mich. (M-50) 
Semitechnical articles on cost savings or new develop- 
ments in mass production metalworking industries— 
2,500-3,000 words. Photos for articles. Color photos 
for front cover; query as to subjects, rate of pay, etc. 
Jerome S. Wilford, Editor, 1 Yac up, black and white 
photos $3 up. Acc. 

Welding Design & Fabrication, 812 Huron Rd., 
Cleveland 15, Ohio. (M) Welding procedures, tech- 
niques and design on interesting or unusual jobs on 
metals—approximately 750 words. Photos. Charles 
Berka. $25 per raga page. Acc. 

Welding Engineer, Box 28, Morton Grove, III. (M- 
50) Articles illustrated with 6-8 photos on welding 
technique. News. Felix T. Tancula, Ed. $20-$25 per 
page including photos. Pub. Query. 


Music Stores 
The Music Trades Magazine. 111 W. 57th St., 
New York 19. (M-25) News of music store personnel 
and persons associated with music industry. Features 
on merchandising pianos and musical merchandise. 
J. Majeski, Jr. 25c per column inch. Pub. 


Oil 

Fuel Oil News, 1217 Hudson Blivd., Bayonne, N. J. 
(M-20) Writeups of successful fuel ‘oil dealers, im- 
portant developments in automatic oil heating. ye A 
Byrley. Pub. Query. 

The Independent (Petroleum) Monthly, Box 1019, 
1430 S. Boulder, Tulsa, Okla. (M-50) Articles of in- 
terest to indepdent producers of oil and 
natural gas. Economics, feld practices, geological 
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HOW TO PUBLISH 
YOUR : 


complete and reliable publishing 
MANUSCRIPTS TYPED 


rogram: publicity, advertising, 

Speedy, 

servicé. Send for FREE manuscript 
Error-free, checked for spelling, researched if requested, 
edited on request, typed on corrasible bond paper with 
carbon and extra first sheet. $1.00 1,000 words for 


report & copy of Publish Your B 
CARLTON PRESS Dept. AJJ 
84 Fifth Ave., New York 11, N. Y. 
per 

typing. Research, editing and typing $2.00 per 1,000 
words. $5.00 minimum. Fees must accompany Pgione 
scripts with ae return postage. All work per- 
sonal basis; special orrangement; as 
requested by author on genes. etc. We take special 
pride in each piece of work 


Foodestck A. Jr. 
809 Cornell 
Richmond 26, Virginia 


POETS: PROSE WRITERS: 


in modern $ 
limit) or 1000 words of prose 
An Oblique Approach to Modern 
RUTH AVERITTE, M.A., 2253 Feirmount Ave. 
(Author of 4 books) Fort Worth 10, Texes 


MANUSCRIPT TYPING 


First Aid to Writers 
— Accurate — 


One Carbon if 


AGNES C. PHILLIPS 
387 Ward Ave. Schenectady 4, N.Y. 


ELECTRIC 
Quality Typing 


per 1,000 words; (10 


Free carbon copy. 
desired. Write for sample. 


discount 
inor cor- 


rections if 
ies welcome. 
CHARLES THOMAS 
114 Brookview Avenue, East Peoria 


WHO OWNS THE BOOKS 
YOU PAID TO HAVE PRODUCED? 


and so do we! Send for 

our free outlining a cost publishing service 

featuring and 90%, royalty on sales. 
WILLIAM-FREDERICK PRESS 

391 East 149th Street New Yerk 55, N. Y. 


NOVELS Ghosted 


Rejected? Criticism won‘t help unless you know how 
to revise. 

Send your novel to me for that finer touch of an 
expert before ou send it to the publisher. He de- 
mands a skillfully written and nicely edited manuscript. 
$3.00 per four completed pages typed on bond. 
Terms, as conveni 

Iso ghosting from outlines or ideas. Write for 
price. 

Nearly seventeen years in doctoring manuscripts for 


Let me do it for you—to be sure it’s right. 


Marie Adams 


1694 Blair Avenue St. Paul 4, Minnesota 
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secondary recovery—2,000 words. Alan L. White. 
le-3c; cover photos, $10. Acc. Query. 


Optical 
The Dispensing Optican, 1980 Mountain Bivd., 
Oakland 11, Calif. (M-50) Articles to 1,000 words 
on successful operation of optical dispensing busi- 
nesses, which make and fit glasses on prescription. 
No articles on optometrists. Photographs. Robert L 
Pickering. 3c-3 Yac, photos $7.50. Pub. 


Paper, Printing, Ink 

American Ink Maker, 254 W. 31st St., New York 
1, (M-25) News of people: in printing ink industry. 
John Vollmuth. 2c. Acc. 

American Paper Merchont, 200 S. Prospect Ave., 
Park Ridge, Ill. Articles 1,000 words on paper mer- 
chandising techniques referring to specific companies. 
L. Q. Yowell. 2c, photos $3.50. Pub. Query. 

The American Printer and Lithographer. Combined 
with The Inland Printer. 

The Graphic Arts Monthly, 608 S. Dearborn St., 
Chicago 5. (M) Articles 1,500-2,000 words on man- 
agement or technical processes in printing and allied 
plants. Cartoons dealing with printing industry. D. B. 
Eisenberg. 2c pictures $5. Acc. 

The Inland and American Printer and Lithographer, 
79 W. Monroe St., Chicago 3. (M-50) Articles, fillers, 
news relating to the printing industry. Photos. Car- 
toons. Wayne V. Harsha. Varying rates. Pub. Query. 

International Blue Printer, 33 E. Congress Pkwy, 
Chicago 5, III. (M-50) 1,000-1,500 words on blue 
print and photo copy firms. James Vebeck. ne; 
photos $5. Pub. Query. 

MetroDE, 260 Southfeld, Detroit 29, Mich. Arti- 

cles to 900 words on advertising or the graphic arts 
from point of view of the general business executive. 
Photos and cartoons relating to the graphic arts. 
Address: Editor. 1c-1Y2c, photos and cartoons $3. 
Acc. Query. 
Paper, Film and Foil Converter. 200 Prospect St., 
Park Ridge, III. (M-35) News and feature articles 
covering paper, film, and foil products industry. 
Vernon A. Prescott. News 7c a line, features 2c a 
word, photos $3.50. Pub. Query. 

Printing Buyers News, 1605 Cahuenga Bivd., Los 
Angeles 28, Calif. Covers California buyers of print- 
ing for advertising agencies, large businesses, indus- 
tires. Articles 500-2,000 words, telling buyers how 
to buy different kinds of print jobs more intelligently 
and economically. Roby Wentz. Payment for articles 
by negotiation, photos $3 unless specially commission- 
ed. Occasional higher word rate by negotiation. 
Acc. Query if in doubt on usability of articles. 

Printing Magazine, 466 Kinderkamack Road, Ora- 
dell, N. J. (M-75) Management, marketing, tech- 
nical articles—1,500 words with photos on com- 
mercial printing and lithography industry. Ernest F. 
Trotter. 2c. Pub. Query. 

Printing Monthly, 260 Southfield, Detroit 29, 
Mich. (M) Articles 750-900 words on technical as- 
pects of printing or graphic arts—how-to, experiences 
of craftsmen, new developments in the field. Photos 
and cartoons related to the graphic arts. Cartoons 
must be applicable to printing trades only—not just 
a gag idea with print-trade copy. Keep funny—no 
human misery or man’s inhumanity to man stuff. 
lc-1 Yac, photos and cartoons $3. Acc. Query. 

Western Printer & Lithographer, 1605 NN. 
Cahuenga Blvd., Los Angeles 28, Calif. Covers 13 
Western states. Success stories on Western printers 
and printing businesses; stories of Western printers 
who “have done something a better way.’ News. 
Photos. Roby Wentz. Payment for articles by negotia- 
tion. Photos 03 unless specially commissioned. Pub. 


Parks 
Park Maintenance, P.O. Box 409, Appleton, Wis. 
(M-25) Articles 1,000-1,500 words dealing with 
unique or improved methods of administration and 
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operation of parks, large campuses, golf courses. 
Interested in new types of park structures, outdoor 
recreation equipment or swimming pools (municipal), 
also originality in design of machines or equipment 
for faster or better maintenance or better service to 
the public. Photos. Erik L. Madisen, Jr. 1¢ up, photos 
$2 up. Pub. unless too remote. Query with outline. 


Photographic 

Industrial Photograph, 10 E. 40th St., New York 
16. (M) case history articles to 1,500 words on 
photography in business, industry, science, and gov 
ernment; must be illustrated. Mitchell M. Badler, oF. 
a, pphotos $5. Acc. Query with outline. 

Photo Dealer Magazine, 33 W. 60th St., New 

York 23. (M-25) Stories on camera stores or depart- 
ments. Special promotions on specific items, Christ- 
mas ,etc. Also success stories on departments like 
used equipment, photofinishing. Photos, especially 
unusual window shots $5-$10. Articles 250-500 
words, 2c min rate. Acc. Query Mel Hosansky, Editor. 

The Professional Photographer, 519 Caxton Bidg., 
Cleveland 15, Ohio. (M) Articles about professional 
portrait, commercial, illustrative, or industrial photog- 
raphers. Illustrations necessary ‘but are not paid for 
because those written up are happy to supply them. 
Write for free sample copy and two-page letter giving 
detailed information concerning the requirements. 
Charles Abel, Editor. To 2c. Acc. 


Poultry and Poultry Products 
Poultry and Farm Supply World, 9 Main St., Lom- 
bard, Ill. (M-20) success stories, 1,000 words on sup- 
ply dealer; descriptions of mew merchandising 
methods. Photos relating to dealers. Few Cartoons. R. 
Dale Kelley. 2c, pictures $2.50-$5. Pub. Query. 


Rubber 
Rubber Age, 101 W. 31st St., New York 1. (M- 
50) Technical articles on rubber chemistry, technol- 
agy, and manufacture. M. E. Lerner. $10 per page. 


Pub. Query 
Textiles 

Textile World, 330 W. 42nd St., New York 36. (M) 
Technique and management in wool, cotton, and 
synthetics processing. Illustration desirable. Broad 
Haw-To articles on management development. Self- 
improvement, with a textile angle. W. A. Stanbury. 
Acc. Query. 

Transportation, Shipping 

Morden Pasenger Transportation, Wheaton, |II. 
(M-40) Articles about new developments in public 
passenger transportation of interest in executives of 
air line, railroad, bus, street car, school bus (in School 
Bus Trends) and rapid transit companies. Fillers. 
News. Photos. Occasional cartoons. Ross Schram, Jr., 
Ed. D. M. Carlson, Mng. Ed. Ic. Photos $1-$5. Pub. 


Wood and Lumber 

American Lumber Magazine, 59 E. Monroe St., 
Chicago 3. (Bi-W-50) Richard W. Douglas. Rates 
vary. Acc. Query for information on specific needs. 

National Hardwood Magazines, 2065 Union Ave., 
Memphis, Tenn. (M-50) Illustrated articles about pro- 
duction, selling, employee relations, etc., in wood- 
working factories thot use hardwood. Payment by 
arrangement with author. Query. 

thern Lumber Journal & Building Material — 
Dealer, P. O. Box 448, Jacksonville 1, Fla. (M-35) 
Articles 700-800 words dealing with softwood or 
hardwood lumber manufacturing, woodwork plants, 
retail lumber yards and building material stores in 
Southern states. Photos C. J. Thomas. $1 per column 
inch on publication. Query. 

The Wooden Barrel, 408 Olive St., St. Louis 2, 
o. (M-Free) Articles on ‘the use of new wooden barrels 
and kegs in various industries. Photos. Cartoons oc- 
casionally. Clinton Baker. 1Y2c-2c, photos $7-$10. 
Query. 


AUTHOR & JOURNALIST 


Writing for 
Company 
Publications 


Company publications are publications spon- 
sored by firms, or occasionally groups of firms, to 
increase sales, good will, or other interests. Some- 
times they are called house magazines, company- 
rT publications, or house organs—though 
the last term is not popular among most of their 
editors. 


Inasmuch as there are more than 6,000 company 
publications, many of them wholly staff-written, 
the following list is merely representative. The 
publications listed have expressed willingness to 
consider freelance contributions. 

Many company publications which accept ma- 
terial do not wish to be listed because they lack 
facilities for handling a mass of manuscripts. The 
writer who wants to work in this field can look at 
company publications in various offices and retail 
establishments. If he has an idea he feels would 
appeal to one of them, a query to the editor will 
usually bring a response. By following this prac- 
tice a writer can build for himself a list of publica- 
tions receptive to his material. 

In the following list the type of product manu- 
factured by the sponsor is given where this is not 
clear from the publication or company name. 

As usual in Author & Journalist market lists, 
Acc. means payment on acceptance; Pub. payment 
on publication. Nearly all company publications 
are distributed free, so a price copy is not indi- 
cated. Most editors will send one to a serious 
writer in return for a stamp. 

Most of the listings contain the name of the in- 
dividual to whom manuscripts or queries should 
be directed. 


The Beaver, Hudson’s Bay Company, Main St., 
Winnipeg, Manitoba, Canada. A Restricted market for 
historical and travel material on the Canadian North. 
Illustration essential. Malvina Bolus 5c. Acc. 


Buick Magazine, 818 W. Hancock Ave., Detroit 1, 
Mich. Practically all material staff-written or pre- 
pared on assignment. Writer-photographers may sub- 
mit published samples of their work with a view to 
assignments. Opportunities for assignments are limit- 
ed. Address Darwin D. Martin, Jr., Editorial Depart- 
ment. Payment according to value of material. Acc. 


Canadian Farming, International Harvester Com- 
pany of Canada, Ltd., 208 Hillyard St., Hamilton, 
Ont., Canada. Mostly staff-written but uses some 
articles 1.300-2,000 words on Candian agriculture. 
Farm Economics also farm do-it-yourself short articles 
(special rate starting at $8 for these.) While both 
English and French editions are published, text should 
be in English. G. W. Nelson. 4c up. photos $3 up. 
Acc. Query essential. 


Church Business, Duplex Envelope Co., Box 5030, 
Richmond 20, Va. (Semi-Annually) Articles 800 or 
fewer words on new plans or programs to improve work 


DEcEeMBER, 1960 


SONG WRITERS 


OUTSTANDING, ethical composing offer. (4) of my songs 
sold over a HALF MILLION RECORDS of various labels led 
world-famous VICTOR! Seeing is believing. Be convinced NOW! 
Learn how to appfy the ACID TEST to anyone proposing serv- 
ices — FREE. 

RAY HIBBELER 


6808 N. Oleander Ave. c-2 Chicago 31, lil. 


PERSONALIZED WRITING COURSE 


DOROTHY C. HASKIN, Author of 4134 publisned 
articles and stories, and 47 books written, ghost- 
written, or edited, says: 
“1 can help you with your personal writing 
problems -—— Articles, stories, etc.’ 
Send for free brochure—or honest evaluation of one 
lesson or Ms., $5. If you continue, money applies on 
course. 


2573-3 Glen Green Hollywood 28, Calif. 


STOP WRITING IN ORDINARY WAYS 

that kill inspiration by over-stressing external gimmicks, 
plot, grammor, punctuation, and final editing. First, fol- 
low the inner structure of writing that captivates. After 
thirty years as one of the great creative writing teachers 
of our time, BERT MITCHELL ANDERSON’s principles are 
at last in print. Read “How to Write True to Yourself So 
You Sell.” All 19 lessons together, just $15. Sample (first 
2 lessons) $1. Satisfaction or money back. Examine 2 wks. 

1017 S. Arlington ae "A 19, 
Dept. AJ Los , California 
Same address since 1936 


COMPETENT, CAREFUL TYPING 


One carbon, corrected spelling, Capable 
editing for clear, concise Gana i 

JACKSON 
802 Concord Place S.W., Albuquerque, N. M. 


page, 
desired. 


HAVE YOU AN AILING POEM, 
STORY OR ARTICLE? 


Send it to HERR for a thorow 


words; 1.00 per thousand. $5.00 min. 
per monuscript. Fee must accompany manuscript, 
also S.A.E. If we think your manuscript is sa’ 
we will suggest markets. 

D. M. HERR 


230 Front Street Lititz, Pa. 


TYPING, MIMEOGRAPHING 


MS. Typing 60c per 1,000 words 
Mimeographing—$3 per 100 pages 
First class work — Prompt, Accurate 
Irella Hinks 
Belleville, Kansas 


$149.50 


100 copies 40 page Poetry Book 
Other sizes quoted on request 
Sample shown on request 


TRIANGLE PUBLISHING COMPANY 


3104 Ross Ave. Dallas, Texas 
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or extend influence of the church, proved and adapt- 
able to use by Protestant churches everywhere; no 
money-making schemes. Miss Mary M. Cocke. No 
fixed rate. Acc. 

Dodge News Magazine, Prince & Co., 5435 W. Fort 
St., Detroit, Mich. W. W. Diehl, Ed. Travel, personal- 
ity, sports articles to 1,000 words. Pictures must ac- 
company MSS.—black and white, color transparen- 
cies. Top Rates. Payment on acceptance of client, 
which is 3 mos. prior to publication. 

The Explosive Engineer, 613 Delaware Trust Bidg., 
Wilmington, Del. (Hercules Powder) Articles on safe 
and efficient application of industrial explosives in 
mining, quarrying, geophysical prospecting, construc- 
tion 8x10 glossy photos, unposed, to illustrate text. 
James J. O'Neil. To 5c. Acc. 

Ford Times, Ford Motor Co., The American Road, 
Dearborn, Mich. A. T. Longee, Executive Editor 
prefers submissions on unique and little-known travel 
and recreational opportunities for motorists, pleasure 
of car ownership, 1,200 words or less; 10c. Acc. Brief 
picture stories must have color transparencies 4x5 or 
larger; Ford angle not necessary. $50 first reproduc- 
tion rights. Acc. 

Friends Magazine, Chevrolet Motor Division, Gen- 
eral Motors Corporation, 3-135 General Motors Bidg., 
Detroit 2, Mich. An all-picture magazine seeking 
photographs which tell a factual story; accompanying 
text may be in memorandum form. Frank Kepler. 
} black and white $200, color $300. Acc. 

ry. 

The Furrow, Deere & Company, Moline, III. (Farm 
machinery) Mostly staff written. Practical farming 
articles showing successful or profitable practices 
anywhere in North America, 200-500 words, with 
photos if possible. Longer articles on assignment. 
Photos (including color transparencies). F. E. Charles. 
About 4c, photos $7.50-$15 for 8x10 glossies. Acc. 
Query on all articles with photos above 500 words 
before mailing. 

Home & Highway, 7447 Skokie Blvd., Skokie, Ill. 
Human interest articles, family service and family 
adventure articles, 800-1,200, with photos or photo 
possibilities, $50-$250. Photo stories, black and white 
or color. Standard ASMP rates. D. L. Watt. Acc. 


ry. 

The Milk Salesman, A. D. Walter Advertising 
Agency, 806 Law & Finance Bldg., Pittsburgh 19, Pa. 
Articles 500 words. Cartoons. M. T. Meledin. Articles 
$5 each, cartoons $5. Acc. Do not query. 

The ice Economist, Art Metal, Inc., 50 W. 
44th St., New York 36. Herbert H. Kiehn, Editor. 
Issued bi-monthly. House magazine distributed to 
executives and office people’ nationally. Use articles 
on subjects relating to any phase of office operation; 
improving general efficiency; office planning; time- 
savers in office production; a better way of handling 
some detail of operation in office work; matters 
relating particularly to office personnel. Length: short 
features, 800 wds; regular, 1500 wds., 2000 wds., if 
subject warrants. Photos. 3c. Acc. Cartoons pertain- 
ing to office happenings. 

Plymouth Traveler, 1800 W. Fullerton Ave., Chi- 
cago 14. (Automobiles — published for Plymouth 
dealers) Seeks only picture stories of interesting people 
and places in the United States; photos must be at 
least 8x10 and have plenty of human interest. Ralph. 
N. Swanson, Ed. Payment meets prevailing rates for 
publications of this size and nature. 


Popular Home Magazine, United States Gypsum 
Company, 300 W. Adams St., Chicago 6, Ill. (Build- 
ing products) Very few finished articles. Can use 
leads on good remodeling jobs and new small houses 
that use the company’s types of building materials— 
pays scouting fees and supervises its own photography. 
A few cartoons of top quality on home improvement 
and family situations. George E. Harper. Rates equal 
to those of the large shelter magazines. Acc. Query. 

Reporter, Allis-Chalmers, Construction Machinery 
Division, Box 512, Milwaukee 1, Wis. Distributed to 
heavy construction contractors, equipment operators, 
and highway officials. Mostly articles pertaining to 
construction jobs; i.e., road building, conservation 
projects, dam construction, sanitary landfill, logging, 
etc. Allis-Chalmers heavy construction equipment 
must be employed on these jobs David C. Lantz. 10c 
photos $10. Acc. Query. 

Safeway News, P. O. Box 660, Oakland, Calif. 
Cartoons about food and food stores. ‘“Cartoons should 
not depict food cleks as niwits, nor customers as 
dupes. We want humor but on a level establish- 
ing grocery work as a specialized career.’ Photos for 
cover use. A. F. Lemes. 

Scenic South, Standard Oil Company (Kentucky), 
Starks Bldg., Louisville 2, Ky. Photographs with 
captions—single or in series—showing subjects of 
scenic, historical, and general interest in Alabama, 
Florida, Georgia, Kentucky, Mississippi. Black and 
white glossy prints 8x10 for inside pages; trans- 
parencies 4x5 or larger for covers. Robert B. Mont- 
gomery. Black and white photos $5-$10, color trans- 
parencies $75. Acc. Copies of magazine available to 
freelance photographers. 

The Seng Book, The Seng Company, 1450 N. 
Dayton St., Chicago 22. (Furniture) Articles 500- 
1,000 words on problems of retail furniture store 
operation, sales training, advertising, promotion, 
merchandising; photos to illustrate articles. Sales tips 
75-150 words (not acknowledged or returned). Car- 
toons with furniture store background. Franklyn 
E. Doon. 2c up, photos $3, cartoons $5. Acc. Sales 
tips $2. Pub. 

Snaps, Eastman Kodak Company, 343 State St., 
Rochester 4, N. Y. Amateur snapshots, all subjects, 
black and white or color. Prefers human interest and 
close-up shots rather than scenics. Submit prints or 
negatives. Donald C. Silver. $5 
up. Acc. 

Think Magazine, International Business Machines 
Corporation, 509 Madison Ave., New York 22. Gen.- 
eral, business, educational, and scientific articles 
1,500-2,500 words. Short verse. Scenic photos. 

Tile and Till, Eli Lilly Company, Box 618, Indian- 
apolis, Ind. This magazine goes to druggists all over 
the country, and much of the material is sent in by 
the company’s salesmen. The professional side of 
pharmacy is the field. Can use exceptional human- 
interest stories that have wide appeal and a phar- 
macy slant. ‘Cover personality, salesmanship in 400- 
500 words (occasionally to 1,200 words) and toss in a 
clear picture or two and your story will rate a careful 
reading.’’ J. W. Lonsdowne. 3c up. Acc. 

Trai men, International Corre’ Schools, 
Scranton 15, Pa. Articles 500-2,000 words on prob- 
lems of personnel, employment, training, supervision 
of workers, office management, upgrading mehods or 
other related subjects. G. F. Carpenter. Rate accord- 
ing to merit. Acc. 


by all means send them 
ROBERT 


My famous 


Sell Your Short-Shorts to Best Markets 


Our agency sells short-shorts for $75 to $850 apiece. If you have written short-shorts which 
sell — ; Mn ing oa handling fee: $3 each. 10% commission on sales. 


in for marketing. Read 
OBERFIRST LITERARY AGENCY, Ocean City 


FREE! FREE! FREE! Writing the Short Short Story by Robert Oberfirst 

booklet, WRITING THE SHORT SHORT STORY, which contains 3 cardinal elements in writing 

a salable short-short, will be mailed free of charge to all writers seriously interested in writing this type fiction. 
ROBERT OBERFIRST LITERARY AGENCY, Oceon City, New Jersey 


you think should 


New 


AUTHOR & JOURNALIST 


ADEAS... 


ADEAS offers you an inexpensive opportunity to ad- 
vertise your miscellaneous wants and wares. Rate: 12c 
a word, first insertion, 10¢ a word, subsequent con- 
secutive insertions of the Adea without change; no 
agency commission allowed. A checking copy of the 
magazine, 10c extra. Copy and remittance must 
reach us by the 28th of the second month preceding 
insertion. Critics, courses, agents, typists, may use 
display advertising only. AUTHOR & JOURNALIST, 
3365° Martin Drive, Boulder, Colo. 


BOOKS, WRITERS’ HELPS 


THOUSANDS OF SUBJECTS researched and 
writers. Files cover 25¢ ter 
Penthouse, 500 Biscayne 


CREATIVE RHYTHM IN widest 
nition! $1.00. Risser, 30 W. 


WRITE MORE—SELL MORE! Increase 

selling chances too! Effective research rated 
you MORE CREATIVE Ti TIME, and 
a to MAKE YOUR WORK AC- 


uthoritative, prompt, reasonable. 
SISSON RESEA RESEA’ 2118 N. Vermont Los Angeles 


MILLIONS CHARACTERS AND PLOTS at 
Choracterization Kit 


JOIN WRITER’S ( Couden’s 
“Original”). $1. fee includes “Writer's Bul- 
letin.” (Free Editor, WCC, 2815 Chip- 
pewa St., St. Lowis 18, Mo. 


PERSONAL IBBON BOOKMARKS—Send 3-letter 
initials with QUARTER to: Eva Kraus, Dept. A, 
Washington, D. C. 


LOPES—$6.95 a 1000 free. 
Mail. Order, Newport Beach, 


EVERY MEMBER OF WORLD WRITERS CLUB WILL EVEN- 
TUALLY BE IN OUR CLUB MAGAZINE. YOU 
PRESS CARD, MAGAZINE. JOIN oon 

FOR THREE MONTHS PERIOD. P. 0. BOX 3041, N 
ORLEANS, LA. 


Clevenger, 2007 East 13th lll Tulsa 4, Okla. 


SERVICES 


YOUR STORIES adapted for television. See Will Lozier’s ad, 
Page 25. 

PHOTOGRAPHS FOR WRITERS. pee Paul’s Photos, 
3702 Lakewood Ave., Chicago 1 


RALPH NATHAN, Ps.D. ented? 
‘ez Complete Advice. One 

$10. 2626 43rd 

San Francisco, Californi 


OPPORTUNITIES 

USED COURSES AND INSTRUCTION BOOKS bought, sold and 
exchanged. List 10c. SMITH’S, 124 Marlborough Rd., 
Salem, Mass. 

DeceMBER, 1960 


Looking for a 
PUBLISHER? 


our book can feo 
a 
personal service. Subjects 


biisnea, distributea 
ed for prompt, 
. fiction, non- 


booklet, “To 
with 


beautiful volume. rite to: 


VANTAGE PRESS, Inc. 


Dept. BB-1, 120 W. 31 St., New York 1 
In California: 6253 Hollywood Bivd., Hollywood, 28 


SUBSCRIBE NOW 
To AUTHOR & JOURNALIST 


BE SURE OF GETTING 


AMERICA’S FOREMOST MARKET 
LISTS EVERY MONTH 


MARKET LISTS STILL AVAILABLE 


Little Magozines. October, 1960 

Juvenile Magazines. February, 1960 
Poetry (including light verse). March, 1959 
Fillers and Writers Conferences. April, 1960 
TV and Short-short Stories. May, 1960 
Travel, Farm, Reprints, Overseas. June, 1960 
Book Publishers. August, 1959 
Specialized Magazines. September, 1959 
Religious Magazines. October, 1960 

Send 25c (coin or stamps) for each copy 


AUTHOR & JOURNALIST 
3365 Martin Drive 
Boulder, Colorado 


| enclose remittance for my subscription: 
$4.00 for 2 years (saving me $2 over 
single copy cost) 


$2.50 for 1 year 
50c additional per year outside U.S.A. 
(Single copies 25¢ each) 


CE the thrill of romance thru this select club! 


Se This club is conducted on a high 
to help refined, marriageable men and women 
d compatible service . 


membe: bon t. 1 ied particu. 


| 
ee Write free, illustrated 40. 
the Author in Search of a Publisher.” | 
panes, proven ideas, it shéws you, step-by-step, 
ow can be transformed into a 
FOOL-PROOF HANDBOOK of ry Every writing problem 
end iMustrated. $1.00. Marjorie Davidson, Lacey- 
your fingertips. _ 
traits, 10 charts, 
today’s stories. — Kit $2. Write for more in- 
31 


Give A&J to 
Your Writer Friends 


Special Christmas Offer 


GIFT SUBSCRIPTIONS 
for only 75.00 


GIFT CARDS WILL BE MAILED 
BEARING YOUR NAME AND YOUR HOLIDAY WISHES 


Mail Your Gift List & Check or Money Order TODAY to 


Author & Journalist 
3365 Martin Drive Boulder, Colorado 


AY 


: 


